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LOOK DOWN 
UPON YOU 


Few exotic favorites in all flowerdom have 
the age-long heritage of the Camellia. 
Famed in literature, in the drama, in the 
philosophic Orient, thruout Europe, and now 
gaining new attention on movie screens the 


world over—such is the richness surrounding 


and COMPANY . 


Chicago 
Boston 
St. Louis 


Camellia —The Glorious 


Ungerer perfume chemists, 
aware of these things, set out to 
match such an unusual back- 
ground with a floral creation 
worthy of the name. Their pro- 


Ungerer 


UNG 


duct is a_ success. 


San Francisco 
Los Angeles 
Dallas 


Toronto 


Camellia is its name. We urge 
you to test this creation of ous 
in your creams, in your powders 
and in your extracts. You wil 
find the price quite reasonable. 


too. Send for your sample. 


ERER 


13-15 West 20th St.. NEW YORK 


Philadelphia 



















MYSORE GOVERNMENT 
SANDALWOOD OIL 


Distilled at our Linden, N. J., Plant from Santalum Album (Linné) 


The delightful effect imparted by genuine 
Mysore Oil cannot be satisfactorily duplicated 
by natural or synthetic material from any source. 


In original sealed and serially numbered containers only. 


Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


VELIZAR BAGAROFF 
OTTO of ROSE 


5 Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 





>| 
This quality product is especially worthy of 
your consideration. 
. 
Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 
irge 
Ours s 
Our universally esteemed Trade Mark: 
ders 
wi * Ofdefte Sffence Diftillrs” 
ible indicates long experience in the scientific distillation of Essential 
2, Oils, and is recognized as a guarantee of their supreme quality today. 


: W. J. BUSH « CO. 





LONDON - MITCHAM ‘ NEW YORK, N. Y.  -  MESSINA - GRASSE 
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GEORGE LUEDERS cy 


427-429 WASHINGTON ST., NEW YORK 


factory: Brooklyn... branches: Chicago, San Francisco, Montreal, Mexico City 


Established 1885 


OIL of ORRIS 


Concrete 
Liquid 
Resinous 








Full strength and of superb aroma. 
Of our own manufacture and avail- 
able at interesting figures. We 
employ only the finest selectiom of 
Florentine Orris Root. 






As NOVELTIES 


very desirable in the making of 














heavy, or Oriental type perfumes, 


TONQUIN MUSK 


Our shipments are arriving reg- 


we recommend 


OIL of OLIBANUM 
OIL of OPOPONAX 


Both products of our factory. 











ularly. Not only is the quality 


exceptionally fine, but the price 



















is very low. It will pay you to 


look ahead for your require- 





ments and consult with us. 


Sole Agents for 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 


Manufacturers of the famous 


MAXIMAROMES 
The World’s Finest Natural Flower Essences 


The American Perfumer 





@ In countless retail stores and from the 
pages of magazines and newspapers: 
Owens-Illinois  Salespackages, i in step with 
the trends of public taste, are winning en- 
thusiastic approval... helping to pave the 


way to the ultimate sale... PRE-SELLING. 


Over the counters: Salespackages, 
powerful in appeal, are passing into the 
hands of purchasers . . . playing a part in 

I E 


closing the sale... SELLING. 


In the homes: Salespackages, perfect in 
performance and convenience, are help- 
ing to justify first impressions and thus 


build additional goodwill... RE-SELLING. 


Only in Salespackages, will you find 
these three infallible steps to a complete 
sale ... steps that are translated into glass 
by our Complete Packaging Service. 
Owens-Illinois Glass Company, Toledo, O. 


The Futura, Design Patent No. 94747. 


ENS-IL OI1s 


news and _botures. 


AChAGES 


PROVIDE |)THESE 
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Ask Any Department Store Buyer 


What TRADING UP Means! 





®@ Gardenia 
@ Jasmin 

@ Dahlia 

®@ Florian 

® Fougere 
®@ Lilac 

@ Lys 

@ Sandalwood 
@ Roseone 
@ Tuberose 
e Cologne 


@ Easter Lily 
for 


Creams and 
Powders 


Ordinary odors do well enough for ordinary products. 
The trouble is, the consumer is no longer as interested in 


ordinary products, as circumstances forced in the past. 


Trading up is so pronounced in department and drug 


stores that every one is talking about the new demand, 


For the first time in five years perfume and cosmetic 
manufacturers find a sweeping demand for something 
better. A finer package and above all a more delightful 


odor. 


Roure-Bertrand Fils and Justin Dupont are known 
all over the world for their creative ability in perfum- 
ery specialties and for the appealing quality of their 


perfume odors. 


We can help you meet this new demand with an odor 
for your product that will lift it above the ordinary 


and give it a distinctiveness and beauty all your own. 


ROURE-BERTRAND FILS and JUSTIN DUPONT 


Represented by: 


GEORGE SILVER IMPORT CO. 


351 FOURTH AVENUE - 


CHICAGO 
722 West Austin Ave. 





NEW YORK CITY 


LOS ANGELES 


819 Santee St., Room 622 
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SAMPLES WILL BE 
SUPPLIED ON REQUEST 


eRFUMERS’ LABORATORIES * In° 
Private Brands Exclusively 
TH AVENUE, NEW YORK, N. Y. 


AMERICAN P 


114 FIF 


Canadian Laboratories: 


1015 ST. ALEXANDER STREET, MONTREAL, QUEBEC 


Lancaster 1069 


e 


GE ° CREAM CHEEK ROUGE 
LIPSTICKS 


EYE SHADOW 


ROU 
FACE POWDER * 


COSMETIQUE . 


! ar. [-]- 
Products Liability SS nawrance, of courtse 
l 
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Ff YR YEARS our Rhodinol Coeur, Geraniol Coeur, Linalool 
Coeur have been the standard by which discriminating buyers 
judge quality. 

Now PHENYL ETHYL ALCOHOL COEUR joins this merit 
class. 

Don’t take our word for its superiority but test it yourself. First for 
odor. You will find it totally free from any unpleasant impurities. 

Then the chemical analysis. This shows no trace of esters, no chlo- 
rine, a specific gravity of 1.0230, a refractive index of 1.5327 anda 
solubility of 1 in 50 parts of water. This extremely high solubility 1s 
the concluding proof of its extreme purity. 

No other commercial product equals those tests; we know of only 


one imported product that equals them but its price is far higher. 


PHENYL ETHYL ALCOHOL COEUR stands supreme and 


is offered at the price of the ordinary quality. 






en 
on 
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van Ameringer- 


Manufacturers and Importers of Aromatic Essential! 


AROMATIC CHEMICALS—ESSENTIAL OILS—FLAVORS—PERFUME SPECIAL TIE@“# 
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What you can count on with PERROL 


1i—By itself, a wonderful cream odor. 

2—By itself, a beautiful flowery perfume. 

3—Extremely fine powder odor when modified for the purpose. 
| 4—Above all, a most valuable ingredient in your own compositions where you want 
the real floweriness of fresh cut blossoms. Not any one flower, but the dewy fresh- 
ness of a morning bouquet. Use it 5% to 35% in flower compositions. 


Send for samples 


-Haebler, Inc. 


tial 315 FOURTH AVENUE, NEW YORK 





rT EeChicago Toronto Los Angeles FACTORY, ELIZABETH, N. J. 
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COMPACTS 


ROUGE and POWDER 
(More than 150 tints) 
» 
LIPSTICKS 
(All indelible shades— 


consistencies a la mode) 
= 
CREAM ROUGE 
(All shades) 
= 
EYE SHADOW 
(All shades) 

* 
EYEBROW PENCILS 
e 
WATERPROOF 
MASCARAS 














All our products guaranteed 
for chemical purity. For your 
further protection, Products 
Liability Insurance carried. 


“Service for the Trade Exclusively” 


POWDER PUFFS 
































One of the cardinal reasons for 
the popularity of our powder 
puffs is that we never lose sight 
of the fact that it is the women 


we have to please. 





We know that women prefer 
those things that are not only 
serviceable and appropriate but 
also things that are attractive in 
appearance. It is this knowledge 
that has brought Oxzyn powder 
puffs to their present popularity. 


XZYN COMPANY 


In business. since 1877 


Originators of Natural Rouges 


New York Office Canadian Office 
154-llth Ave. 103 Ottawa St. 
WaAtkins 9-0280 Walkerville, Ont. 
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is as vital to candy sales as style is 
to gowns...and many a candy maker has upped his sales by using one 
of Canco’s handsomely lithographed metal boxes. These we have in a 
wide range of appealing designs (for one in its actual colours, see Front 
Cover) ... which we carry in stock so we may meet your requirements, 


large or small, with great economy. 


AMERICAN CAN COMPANY 


The world’s largest manufacturer of metal and fibre containers 


230 Park Avenue New York, N.Y. 





a 


VaNCRUWSECaE 
YOUR PRODUCT j 


in one of these five Carr-Lowrey bottles... A hand 







lotion? An after-shaving lotion? A liquid shampoo? 
A cologne? A nail polish? ...Let us show you samples i 
of those which seem most suitable to the use you have 
in mind. We think you'll also find them pleasingly priced. 
We i 
¥ 1a mn . . " ¥ 
CABRB-LO \ \ REY GLASS CO. Factory and Main Office: BALTIMORE, MD. : 
NEW YORK OFFICE: 500 FIFTH AVE., Room 1427, Telephone: CHickering 4-0592 ‘ 






CHICAGO OFFICE: 1502 MERCHANDISE MART, Telephone: WHitehall 4526 
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VEW PRODUCTS NEED cola UNE! 


Well-planned efforts to market and merchandise a new product are of no value when the product 
itself lacks those qualities which make it most attractive to the consumer. How to give your 
products these qualities presents problems that deserve special care. Numerous manufacturers 
throughout the country rely on the Felton Chemical Company, not only as a dependable 


source of supply . . . but also for practical advice that assists them in producing successful lines. 


WE INVITE YOU TO SUBMIT YOUR PRODUCTION PROBLEMS 


If you’re planning a new product ... or improving an old one, take advantage of This seal on Felton 
Aromatics is your 


our facilities. Write us about your problem and send a sample of the product you wish , 
: ; guaranty of Quality. 


to improve or market. 


Here’s an unusually authentic reproduction of the deep-woody 
Gardenia fragrance . . . long the objective of perfumers. 
Priced at $7 per lb., Gardenia 16T can be advantageously used 
in a popular priced line of Extracts and Toilet Waters and 
. as it is non-irritating and will not discolor . . . it is CONSUMER / 


especially adaptable for Powders, Creams and Lotions. APPEAL 
SEND FOR SAMPLES TODAY! 





The 


BAIDGT PORT coors 


ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT *TEL. BRIDGEPORT 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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BONUSES and DIVIDENDS 


T was headline news last month when the business 
world shared of its surplus earnings through a generous 


distribution of extra bonuses and dividends. 


Less spectacular, but much more widespread and lasting 
were the benefits distributed daily by the country’s 
many, well-managed, up-to-the-minute business enter- 
prises. These organizations, geared to serve with a mini- 
mum of waste and a maximum of efficiency, passed along 
to the consuming world far reaching economies and sav- 


ings, bonuses in quality and dividends in satisfaction. 


To us it is a source of gratification and pleasure that 
our new facilities, modern and well organized, enabled 
us to distribute to our patrons during the past year 
these accustomed FRITZSCHE benefits, but in measure 


more liberal than ever before. 


FRITZSCHE BROTHERS, Inc. 
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URS CONCRETE 


. | 
I Pw te PCM 


|) \ LAM and NEEDED fragrance! 


T last, the true, natural beauty of heliotrope has been realized! A fragrance 
indispensable to the makers of fine perfumes now becomes doubly valuable through 


this matchless interpretation of its loveliness. 


HELIOTROPE FLEURS CONCRETE is not a finished perfume; it is rather a 
specialty to be used as a basic note, or in the blending and finishing of perfume 
compositions. It will produce the sweet, indefinite undertone so characteristic of 
many of the modern type perfumes—particularly those of foreign importation. And 
to the skilled perfumer it will provide endless inspiration for new, novel and de- 


lightful effects. 


HELIOTROPE FLEURS CONCRETE freshens, intensifies and fixes. It is stronger 
than heliotropin, more flowery and more economical. It blends readily with most 
floral compositions and is guaranteed highly soluble in alcohol. It is a material 
really worthy of your investigation. In our opinion, it has no rival in odor quality 
and but few to rival its versatility and usefulness. If such a product interests you, 


write us for further particulars. 











FRITZSCHE 7, ./.,, ;,. 


‘ 816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORK, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO, ILL. 














N using RESINOIDS, F.B. there is twofold advantage—they 
provide fixation as well as fragrance. These gums, resins, balsams 
and drugs extracted in our Seillans Plant by the volatile solvent process, 
possess the full, rich, concentrated odors of their respective crude 
materials, plus exceptionally strong fixation properties. Thus, besides 
imparting a certain individuality by their own fragrance, they pre- 
vent the evaporation of the more volatile constituents of the perfumes 


with which they are blended. 


Write us for further details concerning these superlative raw materials 


and their uses: 


BENZOIN SIAM ‘ : OLIBANUM > : SANDALWOOD 

LABDANUM ; ; : OPOPANAX : . ‘ . STYRAX 

MYRRH : ‘ ; ; ORRIS . : ‘ : - TOLU 

OAK MOSS . ‘ : : PATCHOULY . ‘ ‘ . VETIVER 
PERU 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 


76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA. BOSTON, MASS CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO. 
508 Standard Building 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA PHILADELPHIA, PA LOS ANGELES, CAL. SAN FRANCISCO, CAL. 


813 Louisiana Building 12 South 12th Street 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 


















H’'s2 quality and right price have made 
Exchange Brand Oil of Lemon, U.S. P., the 
unquestioned leader in the United States. 

It is made in the world’s largest plant devoted 
exclusively to lemon products. Nowhere else are 
there the facilities to keep production quality so 
uniform. Nowhere else has the American taste 
been so successfully met. 

Be sure to specify it by name: Exchange Brand 


Oil of Lemon, U.S. P. (Clarified). 
Sold to the Chmerican market exclusively by 


FRITZSCHE BROTHERS, INC. DODGE & OLCOTT COMPANY 
76 NINTH AVENUE, NEW YORK, N.Y. @ 180 VARICK STREET, NEW YORK, N.Y. 
Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
Producing Plant: EXCHANGE LEMON PRODUCTS COM PANY 
Corona, California 
Copr., 1936, California Fruit Growers Exchange, Products Dept. 
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NO WONDER ITS THREE TIMES AS POPULAR 
AS ALL OTHER LEMON OILS COMBINED 





A U.S.P. OIL FoR THE 
AMERICAN TASTE 





FROM CALIFORNIA 








Swindell’s W:55 





to blend with 
every product 





cost of your 
production 
down 


SIZED 


to meet the 
needs of all 
your items 





The wide range of sizes, from !/> 0z. to 16 oz., enables you to put up a 
number of related products in bottles of a single attractive design. 
This provides desirable uniformity at low cost . . . W-55 is an ideal and 
practical all-market bottle for a large variety of consumer products. 


SWINDELL BROTHERS, INC. 


BALTIMORE © MARYLAND 


NEW YORK OFFICE ° 200 Fifth Avenue 
BOSTON LOS ANGELES CHICAGO HAVANA, CUBA 
Ernest Whitehouse Baldwin & Baldwin James T. Johnson Roberto Ortiz 
40 Court St. 819 Santee St. 1257 W. 97th Place Edificio Moenck & Quintana 209 
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OIL ORRIS ROOT, CONCRETE: From the flower field to the mo- 


ment the oil leaves our factories the material is under our constant supervision. Only thus is it possible to 
attain the uniform excellent quality for which our product is renown and which has made Schimmel 


the world’s leading producer, both as to quantity and quality, of Orris oils. 


OL ORRIS ROOT, TENFOLD, LIQUID: Freed from the last 
trace of Myristic acid this oil is practically pure natural Irone. Its strikingly fine odor is definitely 
superior to the concrete oil. Its greater solubility (soluble in alcohol in any proportion) gives it in- 


finitely greater usefulness. 


Orris ROOT W (artificial): This perfect and inexpensive substitute 
for the natural product forms the basis for some of the most successful perfumes, powders, sachets, and 


soaps on the market. Have you tried this true Schimmel product? 


601 West 26th Street, New York, N. Y. 


’ Boston « Chicago « Los Angeles « Toronto 
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Improve the 
Appearance of Your Package 


with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, taleum and tooth powder, bath 
salts, etc. @.Furnished in a variety of designs in 
fancy metal, plain brass, polished brass, nickel 
plated or in other metals. Our “Negative Finish” 
resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 


345 ELDERT STREET 
BROOKLYN, N.Y. 


Phone: FOxcroft 9—3900 


Be 


258 


No. 72 —43 Bath Salt Cap No. I M/M TaleumCan Top No. M/M Screw Cap 
No. 140 —35 Sifter Top Cap No. ~—14%, M/M Square Slip Cap No, 291*—22 M/M Screw Cap 
No. 150 —13 Screw Cap No. —1414 M/M Screw Cap No. 292 —-28% M/M Flask Cap 
No. 185 —1514 Screw Cap No. —l: M/M x 23% M/M No. 295 —1342 M/M Slip Cap 

No. 186 —44 Fancy Bath Salt Cap Oval Slip Cap No. 298*—38 M/M Talcum Cap, 
No. 188 —23%4 Taleum Can Top No. 2 1 M/M Screw Cap Sifter Top 

No. 200 —28 Sifter Top Cap No. 2 — M/M x 23% M/M No. 300*—18 M/M Screw Cap 

No. 0200 —28 /M One Piece Cap Oval Slip Cap No. 317 —11 M/M Slotted Slip Cap 
No. 215 yal, | Taleum Can Top No. 258 —40 M/M Bath Salt Cap No. 323 —45 M/M Bath Salt Cap 
No. 230 —13 |} Serew Cap No. 264*—20 M/M Screw Cap No. 324*—45  M/M Cream Jar Cap 
No. 232 —13 Screw Cap No. 267 —16 M/M Slip Cap Same design as No 
No, 234 —10\% Screw Cap No. 269 —44 M/M Bath Salt Cap 323. ; 
No. 236 —19% Slip Cap No. 281 —11 M/M Slip Cap No. 327*—43 M/M Same design as 


*FITS G. C. A. No. 400 GLASS FINISH No. 324. 
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It takes an up-to-the-minute odor to make an blending and compounding odors for your per- 
£ £ . 





up-to-the-minute product. Givaudan perfume bases fumes, soaps, creams and other cosmetic lines for 
are modern... styled to meet the fashion’s trend. the coming year. May we have the pleasure of help- 
During the past year we have produced many new ing you do the job stylishly . . . and economically? 
and successful odors for per- 


fumes and cosmetics of every 


type and every price. 
Our technical staff is ready to 
give you full cooperation in 





















we make private brand cosmetics 


EXCLUSIVELY 


A Company, like an Individual, has Character and Personality. 





It earns your regard by its policy and its deeds. It has always 
been the fixed, rigidly adhered to policy of Helfrich Laboratories 
to have no brands or trademarks of its own; to manufacture 


no products which are sold in competition with its customers. 


Youcan be sure, when you entrust your private brand business 
to us, no question of divided loyalty or divided interest will 


stand in the way of giving you the best we have. 


HELFRICH PRODUCTS 
ROUGE COMPACTS 
POWDER COMPACTS + 
CREME ROUGE 


FACE POWDER 
HELFRICH LABORATORIES 


E = E S H A D O Ww 564-570 West Monroe Street...... CHICAGO 
COS METIQUE HELFRICH LABS. of N. Y. INC. 
30-34 West 26th Street......... NEW YORK 


HELFRICH LABS. of CANADA, LTD. 
690 King Street, West 
TORONTO, ONTARIO, CANADA 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
HERBERT J. BITTMAN, 318 Peoples Bank Bldg., Seattle, Wash. 
CHARLES: H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT F. CROEN, 82 Pryor St., S.W., P.O. Box 907, Atlanta, Ga. 
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SENANG 


PEA Let GFT Strat 


a rare and extravagant perfume 

base of exotic character. Un- 

equalled for all kinds of face 
and body powders 


Norda 


ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


NEW YORK OFFICE 
601 WEST 26TH STREET 


CHICAGO: 326 W. HURON STREET ois PRL: 25923 €& STH SIRE 
LOS ANGELES: 685 ANTONIA AVENUE SOUTH: CANDLER ANNEX BLDG., ATLANTA, GA. 
CANADA: 119 ADELAIDE ST., W. TORONTO 
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The Thrill of — 


To the big game hunter, the thrill of conquest is directly 
proportional to the size of the quarry. To the sampler 
and packager of drugs, perfumes and proprietaries, the 
thrill of success is measured by the extent of popular 
acceptance and nation-wide use. 

Kimble Glass Vials — serving as miniature show-win- 
dows for the products they carry—are constantly tracking 
down and capturing prize markets for their far-sighted 
users. Fully transparent, lustrous in finish, thoroughly 
retempered and strain-free, these beautifully labelled and 
colorfully closured Kimble Vials assure the consumer of 
safety, sanitation and pocket convenience — for powders, 
capsules, liquids, salts, pills, oils, chemicals, and thousands 
of kindred products. 

Don't run the risk of losing “big game” sampling and 
packaging markets when results are so certain and profits 
so sure with Kimble Glass Vials. There are types and 
sizes to meet every modern and practical demand. 


Consult with Kimble FIRST! 


K)\ KIMBLE GLASS COMPANY. - - VINELAND, N. J. 


ez NEW YORK - CHICAGO+ PRILADELPHIA ++ DETROIT« BOSTON 
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FABRIQUES de LAIRE 


Paris, France— Established 1878 


oUuR SWEET PEA Ann SWEET PEA DOUBLE 


reproduce with extraordinary fidelity the delightfully 
sweet and characteristic perfume of the flower. These 


are largely used in perfume extracts. 
TRY OUR SWEET PEA «TR” 


It is of a flowery type. It is perfectly suited for 


pow ders and creams. 


Consult us in regard to your Perfume Problems. 











J. MERO & BOYVEAU 


with works in Grasse, Mougins and Polonghera 


Established 1832 


TRY ouR SURFLEURS ) 


very superior perfume materials. Made of natural 





essential oils combined with synthetic aromatics and 
distilled in our special apparatus over fresh flowers. 
These Surfleurs offer fine delicate character with ex- 
cellent lasting perfuming power. Can also be used for 
replacing Natural Flower Oils when cost is a factor. 


Write us for Further Information. Send us a_ Trial Order. 


Sole American and Canadian Distributors: 


DODGE & OLCOTT COMPANY 


D , 180 VARICK STREET e NEW YORK 


4 
%BuisneD iw . 





Branches: PHILADELPHIA @ BOSTON @ CHICAGO e@ = ST. LOUIS e LOS ANGELES 





2% The American Perfumer 





















W. SANDERSON & SONS 


Messina, Italy 
Founded 1817 


MESSINA CITRUS OILS 


have lately considerably advanced in costs. A shortage 


in stocks has become quite noticeable. 
We urge our friends to cover their needs if possible 


as higher prices undoubtedly are going to rule. 


We offer 


OIL LEMON 
OIL ORANGE SWEET 
OIL ORANGE BITTER 
OIL BERGAMOT 
OIL MANDARIN 


We solicit orders for prompt and 


future delivery from New York stock. 


Sole American and Canadian Distributors: 


rT, DODGE & OLCOTT COMPANY 3 
" 180 VARICK STREET e NEW YORK . 


is G Branches; PHILADALPHIA @ BOSTON @ CHICAGO @ ST. LOUIS @ LOS ANGELES 
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*A TRADITIONALLY DEPENDABLE SOURCE OF 


Founded in 1837, the house of Tombarel Fréres, Grasse, France, has 
behind it almost a century of service to perfumers the world over. 
Through several generations, Tombarel products have held steadfastly 
to those superior standards of quality so essential in earning the 
perfumer's respect and confidence. ® The house of Albert Verley, Inc. 
is proud to serve as exclusive United States representative for 


Tombarel materials, as a part of its complete, well-rounded service. 


ABSOLUTE SUPREME FLOWER OILS 

Jasmin e Orange Flower e Rose e Oil Neroli Bigarade 

Petale e Oil of Orris Concrete e Lavender Concrete 

Absolute e Oil Lavender St. Ann 48/50% e Oil Lavender 

Mt. Blanc 38/40% . Resinoids for Soap Perfume 
Oil Vetivert e Oil Geranium 
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With the feeling that there can be no 
better evidence of the service we aim 
to render to our patrons, we enumerate 


below the outstanding firms we represent. 







STURGE S 
English Precipitated Chalk U.S.P. 


THEODOR LEQNHARD WAX Co 


ESTABLISHED 1852 
HALEDON - PATERSON -N. J. 
BLEACHERS & REFINERS OF BEES-WAX 









=e | 
THE ATLANTIC 
REFINING CO. 


PHILADELPHIA: PA. 
260 South Broad Street 
PETROLEUM PRODUCTS 

White Mineral Oils U. S. P. 
for pharmaceutical use. 
Technical for cosmetic uses. 
All gravities, all viscosities. 













THURSTON 
BRAIDICH 


New YORK 
SPECIALTIES: 
Gum Arabic - Gum Karaya 
Gum Tragacanth 
Vanilla Beans - Tonka Beans 


White Bleached Bees-Wax 
T. L. Brand 
Extra Quality - U.S. P. 
and 100% Pure 




















THE HARKNESS 


AND 


COWING COMPANY 


CINCINNATI-OHIO-U-S-A 


Manufacturers of Stearic Acid 
Saponification Process 


LOCKWOOD BRACKETT CO. 


BOSTON 
MANUFACTURERS AND IMPORTERS 


Castile Soap “Laco” 
Powdered - Granular - Bars 


COLGATE - PALMOLIVE -PEET CO. 
Cesc Ofer 103 Hunn See 


GLYCERINE 
Chemically Pure U. S. P. - Dynamite 


SIERRA TALC CO. 

\ LOS ANGELES -CALIF. 
Sierra Tales approximate the ideal - 
chemically and physically - and 
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INACORPQRATEODO 
219 E. NORTH WATER ST.-CHICAGO-ILL. 
















Cl CREATOR IS THE ARCHITECT OF NEW IDEAS 


S or those who do not follow the 
beaten track, who strive to create something better for 1937, 


it is important to have fine materials as well as fine ideas. 


(' ) sestandine among fine materials for 
Perfumes and Toilet Preparations are Parento Products. Some 


of these are listed on the next page. 


We look forward to seeing you at the Twelfth Annual Drug, Chemica 


and Allied Trades Banquet, March 4th, Waldorf Astoria, New York City 


— 


Executive Offices and Laboratories ..... CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES SAN FRANCISCC SEATTLE PORTLAND, ORE 


TORONTO 





COLOMBE 


ompaguic Parente a = 
| 


Oxyoyn47Fmpw>iiwv 






Oudu2zmaA > 








ORCHID 21 for PERFUMES 
PEONY PARENTO for CREAMS 
FLEUR de LIS B for LOTIONS 


ROSE ALDEHYDE F for 
COMPOSITIONS 


FLORAL ABSOLUTES 
ANIMAL FIXATIVES 
ESSENTIAL OILS + AROMATICS 
of the finest quality 
WE INVITE YOUR INQUIRIES 


e mpage Paral She 


xecutive and Laborato . CROTON-ON-HUDSON, N. Y. 





FLAWLESSLY MADE 


‘na 


Marytanp Clear Glass Bottles—by the mak- 
ers of Maryland Blue—offer flawless, crystal - 
clear glass in distinctive, modern designs and 
a complete range of sizes... . . Just the pack- 
age for products whose color and texture flash 
a quick appeal to the eye... . . Particularly 
suitable for nail polishes, polish removers, toilet 
waters, etc. . . . Also, spinkler top bottles for 
lotions, shampoos, hair tonics, etc. 


May we send you samples and prices? Maryland Glass 
Corporation, Baltimore, Md. New York Representative: 270 
Broadway, New York City. Pacific Coast Representative: 


Owens-Illinois Pacific Coast Company, San Francisco, Calif. 


BOTTLES 








_ 
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This trim powder box is shiny blue with silver accents (silver-edged lid, 
silver-edged base). It has all the allure of a spic and span patent leather band 
box. It instantly invites milady to take it travelling—to buy it, to carry it 


home for a favorite place on her dressing table. Like all Rowell boxes it is 


0 
E. N. ROWELL CO., INC. BATAVIA + NEW YORK 


sturdily, expertly made. 


New York Office: SEWELL H. CORKRAN, 30 East Boston Office: H. P. TUCKER, 52 Chauncey Street 

42nd St. Phone: MUrray Hill 2-3447 = Phone: Hancock 0398 
Chicago Office: HAROLD G. MacKAY, 444 W. Grand Ave St. Louis Office: The DICK DUNN Co., Merchandise Mart 

Phone: SUPerior 1676 @ Bidg., 12th Blvd. & Spruce St. Phone: Central 3544 
Hollywood, Cal., Office: C. H. E. DUNN, Guaranty Bldg Detroit Office: H. E. BROWN, 2842 W. Grand Blvd. 

. 6831 Hollywood Blvd Phone: Hollywood 0111 * 319 Curtis Bldg. Phone: Trinity 2-0191 
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LIFE’s new rate card begins to tell the_ story 





quiné SENT TO AD 
LIFE’s first rate card was a product of men’s With the January 4 issue LIFE is able to 
minds—and of their estimate of a 250,000 deliver well over 600,000. 


circulation guarantee for the first year. That 
rate card (and that guarantee) was outdated 


the day LIFE appeared. The new rate card, 
600,000 is nowhere near enough to fill the 


demand, and LIFE’s efforts are unceasing 
ing two facts: to increase this week by week. 


AND THESE TWO FACTS ARE BASED ON THIS PRIMARY FACT ABOUT LIFE: 


PEOPLE LIKE IT 


ADVERTISING OFFICES: 135 EAST FORTY-SECOND STREET, NEW YORK 
January, 1937 


just sent out, has been based on the follow- 
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Handicapped! Side-tracked! Products with no Out in FRONT, out where the sales are made. 


display value are kept here, a spot where few It pays to have your product here, where people 
people go . . . that few people see. The zone can see it, ask about it, reach for it. A Package 
of quiet! There’s one in every store. by Ritchie helps keep it here. 


“Show the Ritchie Wan Jn” 


Your Ritchie salesman is a man with valuable ideas on how to keep your 
product OUT IN FRONT. The time you give him will be well spent. He can 
give you valuable facts about consumer buying habits. He has a knowledge 
of point-of-sale merchandising that you can use. It is practical knowledge, 


the lessons of his own close contact with dealers and con- 





sumers, plus Ritchie’s 70 years of packaging experience. 


WRITE FOR THIS BOOKLET. It clearly the important factors in modern 
will give you a new appreciation of mod- package design, and tells you how to 
ern packaging, and new ideas about take advantage of Ritchie’s designing 


point-of-sale merchandising. It discusses facilities. It’s FREE. 


W. C. RITCHIE AND COMPANY 8845 BALTIMORE AVENUE CHICAGO 


NEW YORK PHILADELPHIA DETROIT MINNEAPOLIS CINCINNATI LOS ANGELES ST. LOUIS FT. WAYNE 
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Ee right kind of collapsible 
tube will do its part (and 
in most cases, a big part) to- 
ward boosting your sales 
curve in 1937. Consult us for 
tubes designed to fit the prod- 
uct and its satisfactory use. 
We are also headquarters for 
bottle sprinkler tops. 


MEMO! 


Do not forget The Twelfth Annual Drug, 
Chemical and Allied Trades Section 
banquet, Thursday, March 4th, 1937, at the 
Hotel Waldorf-Astoria, New York City! 


WHITE METAL MANUFACTURING CO. 


New Md OTs HOBOKEN ana ae aes sh 


ae 
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Important Cosmetic Firms Find SCOVILL Service 


Profitable for Individualized Metal Containers 


ScoOvILL is, we believe, justly famous for its custom- 
made metal containers and closures, designed and 
fabricated to fit the special needs of large-order 
nationally advertised lines. These customers have 
found from experience that it’s profitable for them to 
call in Scovill when they consider introducing and 
styling a new line —or restyling an old one. When 
such a situation is presented, Scovill’s art staff gets 
busy on designs and original, exclusive consumer- 
appeal items. With them, Scovill engineering and 
production men follow through on each step to see 
that—in addition to maximum style appeal, finish, 
novelty and use-convenience—costs are held in 
keeping with the item to be sold. 

Not so well known but important to many—Scovill 


also serves the needs of numerous moderate-size 
firms who want custom-built style and quality in 
their containers at a price they can afford. Though 
Scovill does not carry in stock complete items for 
small-volume delivery (few gross), we are often able 
to render a custom-built service on medium-sized 
orders. By adapting or slightly changing standard 
parts, this Scovill versatility enables supplying a 
product to meet nearly all individual requirements. 

Scovill’s list of customers reads like a “Who's 
Who” of the cosmetic, drug and toilet preparations 
industry. You also may find the use of this service 
profitable if your requirements fall within any of the 
groups mentioned above. Call or write any Scovill 
office, or in Canada, our Toronto plant. 





This is a thin, double loose-powder vanity. Has snap-down 
cover for powder compartment. Can be provided with special 


finishes and decorative effects. 


Is only one of many Scovill 


vanity items. 


MANUFACTURING COMPANY 


Drug and Cosmetic Container Division 


79 MILL STREET 


WATERBURY, CONNECTICUT 


Boston + Providence * New York * Philadelphia + Atlanta 
Syracuse * Pittsburgh * Detroit * Chicago * Cincinnati 


San Francisco 


Los Angeles 


IN CANADA: 334 King Street, E., Toronto, Ontario 


SCO VIL L for all types of metal— 


VANITY CASES e LIPSTICK CONTAINERS « ROUGE CASES 


CONTAINERS + PERFUME AND LOTION BOTTLE CAPS AND CLOSURES * ATOMIZERS +¢ CREAM-JAR CLOSURES 


DISPENSERS ¢ INHALERS +«¢ EYEBROW-PENCIL HOLDERS 


TALCUM POWDER CAN TOPS «+ LOOSE POWDER 





EYE-SHADOW CONTAINERS *« MASCARA BOXES 
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The migration to this and other resort lands will be responsible for the Winter sale of many Summer preparations 
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OLp timers tell us 
that a few years ago great numbers 
of squirrels lived in Central Park. 
Today only a few survivors of the 
hordes that once used to scamper 
about the lawns come to beg passers- 
by for the bounty that decimated 
their ranks. 

For the squirrels of Central Park 
were the victims of too much giving. 
Peanuts and popcorn came so easily, 
and free food was rationed out so 
regularly that the instinct for look- 
ing out for themselves became stulti- 
fied. When Winter came the squir- 
rels were unprepared. Having no 
resources of their own they waited 
for the usual bounty, but the kindly 
donors of the bounty were sitting 
snugly by a cosy fire, and the squir- 
rels were left to get along as best 
they might. Some left thus rudely 
to their own devices, curled up and 
quit. Others, of sterner fibre, fig- 
uratively pulled in their belts and 
went to work, and so survived. The 
tragic part of this sad parable is that 
all might have survived if their in- 
stinct for taking care of themselves 
had not been dulled by mistaken gen- 
erosity. Too much dependence on 
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You cive Me? 


the bounty of others removed not 
only the inclination, but the ability, 
for self sustenance. 

The parallel in the toilet goods 
industry is obvious to the most cas- 
ual observer. A toilet goods sales- 
man in many stores on his territory 
seems to be regarded as a white 
whiskered old gentleman with a pack 
on his back and a team of reindeer 
parked on the roof. Entering a store 
primed to talk about selling mer- 
chandise, the salesman finds himself 
“What are 


you going to give?” asks the buyer. 


instead on the defensive. 


“How much are you going to give us 
for advertising? How much are you 
going to give us to pay a girl to sell 
your line? How much are you go- 
ing to give us for a window? How 


much but enough. The be- 


wildered salesman, if he is new to 
the toilet goods business, has by this 
time backed into a corner, his hands 
If he is 
experienced, he smiles grimly, plants 
both heels squarely on the floor, and 
This is a fa- 
miliar situation to him. If he gets a 
fair break he can fight his way out 
and emerge victoriously with an or- 
der. If he doesn’t get the breaks, he 
goes down for the third time, sunk 
by a condition that insofar as we can 


feebly waving defensively. 


prepares to do battle. 


determine, reaches its utmost viru- 
lence in the toilet goods business. 
The practice of buying business in 
the toilet goods industry has reached 
a point that in any other industry 
would seem intolerable. It started, 
presumably, when some manufactur- 
er, eager to have a prominent store 


Mr. Cowling wrote this article months ago, loné before the pass- 


ase of the Robinson-Patman Aet. 


But what he says in it is par- 


licularly pertinent today. As an answer to the problems raised by 
the new law and the Trade Practice Conference, is there any better 
proposal than that which he makes in the next to the last paragraph? 
We do not quote it here because we want you to read the whole 


arlicle—EDITOR 











advertise his merchandise, offered to 


defray part of the cost of such adver- 
tising. News of that concession got 
about, of course, as such news does 
in this or any other industry, and 
the next manufacturer offered to pay 
the whole cost of the advertising. 
From there it was an easy step for 
another manufacturer to offer to pay 
part of the salary of a girl to sell 
his line in the store, and his com- 
petitor of course suggested that he 
be permitted to pay the whole salary. 
And from then on buyers were lit- 
erally solicited by manufacturers 
eager to spend money for services 
and merchandising aids that by any 
measure should be paid for by the 
stores themselves. 

A large department store is quite 
likely to be operated according to 
a policy that is laid out for the store 
as a whole. When one department 
begins to feel that concessions un- 
known to other departments in the 
same store are requisile to its con- 
tinuance it is reasonable to assume 
that outside influence has been 
brought to bear. 


No Limit 
To Demands 

Aside from the fact 
that the retailer is asking the manu- 
facturer to pull his wagon for him is 
the ominous foreboding that there is 
no limit to such demands. If a man- 
ufacturer pays fifty percent of a 
store’s advertising of his line this 
fall, he may find himself billed for 
seventy-five percent next fall and a 
hundred percent the year after that. 
Certain stores have now reached a 
point where the manufacturer’s part 
in any advertising that may be run 
on his line over the store’s name is 
confined to paying for it. The manu- 
facturer is not permitted to submit 
mats, to suggest cuts or copy, or even 
to see a proof. When the ad appears 
the manufacturer is presented with a 
bill for the full amount of the ad, 
and if he doesn’t like the ad he is 
perfectly free to bawl out his sten- 
ographer or fire the office boy, but 
he must lay the coin on the line for 
the ad. 

Suppose this kind. of thing were 
to spread. Suppose that in every 
store in every city and hamlet where 
a manufacturer’s merchandise is to 
be found, that manufacturer had to 
pay to have his line advertised, to 
pay part or all of the salary of one 
of the store employees, to pay rent- 
12 


al for space on the counter or dis- 
play in the window. (Perhaps he 
would have to under the new law.— 
Epiror) How long could any manu- 
facturer stay in business under such 
conditions? 


Need for 
Legislation 


We have only to 
look back a few years to see how this 
kind of holdup merchandising has 
spread already. And unless some- 
thing radical is done about it, and 
done pretty soon, just such a picture 
of the manufacturer’s taking in or- 
ders with one hand and passing out 
his profit with the other will come to 
pass. Various manufacturers feel that 
to have their lines on display in cer- 
tain centers of population is import- 
ant enough to justify concessions in 
those particular instances that would 
ruin them as a general policy. But 
the litthe merchant in Simpkins 
Corners is not going to sit supinely 
by and watch other merchants in the 
center of things receive various forms 
of lagniappe from manufacturers to 
whom he gives a share of his busi- 
ness unless he is cut in. (Which 
brought on the Robinson-Patman 
Act.—Epitor) Already we see the 
pernicious influence of this “bounty 
merchandising” in the reluctance of 
department stores everywhere to ad- 
vertise any line of toilet goods unless 
the manufacturer pays at least part 
of the cost of such advertising. Let 
the bag buyer or the dress buyer or 
the piece goods buyer get in a par- 
ticularly good assortment of bags or 
dresses or goods and the store comes 
out next day with large space in the 
local newspapers announcing the 
event. But unless a_ toilet goods 
manufacturer is absolutely tops in 
the field and a new item in his line 
is so important that a store can’t af- 
ford to be left out in the general ac- 
claim, little or no paid publicity will 
be given a new cream or compact or 
perfume by the store. 

A manufacturer planning today to 
launch a new line of beauty treat- 
ments must allow a substantial sum 
for wages to employees in stores 
through which he hopes to sell his 
product. For that is what demon- 
strators are, after all. They go 
through the store training period; in 
smaller stores, in particular, they are 
expected to sell bags or notions, help 
take stock, and perform any of the 


duties of any of the other girls who 
work under the same roof. We have 
even seen demonstrators, paid whol- 
ly by a manufacturer, designated as 
department buyers, and they carried 
out all the duties of such function- 
aries, too. 

Suppose all the leading manufac- 
turers and importers in the toilet 
goods business were to agree some 
morning to withdraw suddenly every 
payment made to a retail outlet for 
any purpose whatsoever. No more 
demonstrators’ salaries, no more ad- 
vertising appropriations, no more 
rental for display space, no more 
cognizance whatever of the multi- 
farious forms of petty chiselling that 
so infest the business. 

Consternation, chaos and _ pande- 
monium would ensue, of course. But 
the sun would continue to rise regu- 
larly, store doors would open, and 
women would set out as usual on the 
never ending quest for charm and 
beauty. Business would go on, after 
a brief period of recrimination, and 
to revert to the squirrels in Central 
Park, the instinct for self-sustenance 
would be rediscovered. 


CUBAN TOILETRY TRADE 


There are numerous _hair-dress- 
ing and beauty parlors in Havana 
and other Cuban cities, which afford 
a market for large quantities of sup- 
plies and certain kinds of equipment. 
There are at present at least 12 man- 
ufacturers of cosmetics and _ toilet 
preparations in Havana, including 
branches of several large American 
and French firms. These manufac- 
turers number among their products 
practically all articles required by 
manicurists, as well as soap, face 
cream and powder, paint, rouge, hair 
oils and tonics. skin lotions, pomades 
and toilet water. Indication of the 
quantity of such goods made locally 
is not available, but imports in 1933 
were valued at $94,987 and in 1934, 
$104,776. About three-fourths of 
the imports consisted of face creams 
and powder, rouge, and toilet es- 
sences, from which it may be con- 
cluded that Cuban manufacturers 
supply practically all requirements of 
other items. The United States is the 
leading foreign supplier, most of the 
remainder being imported’ from 
France. (Consul C. R. Cameron. 
Havana.) 
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THervescent BATH PREPARATIONS 


IN baths evolving 
gases, such as carbonic acid and oxy- 
gen baths, too often attention is paid 
only to the quantity of the gas 
evolved. However, a large quantity 
of gas that evolves or develops too 
quickly into large beads will work 
with less invigorating and less bene- 
ficial or healing effect than an appre- 
ciably smaller amount of gas that 
evolves slowly, uniformly and_ in 
smaller beads. 

It is known (according to German 
Patent 206508) that for the purpose 
of retarding the evolution of the car- 
bonic acid, water soluble neutral con- 
densing agents are added to the baths, 
for example glue, albuminous sub- 
stances, gum, dextrin, etc. 


Just as with oil, so with gas the 
surface tension compared to water 
can be decreased by emulsifying and 
moistening substances (soaps, Tur- 
key red oil, modern wetting agents). 
The result of this is that the gases in 
mixtures of this kind must originate 
in small, numerous beads. 


Among emulsifying agents sodium 
cholate (the basis of the emulsifying 
effect of the bill) is worth special 
mention because of its cosmetic suit- 
ability and its special influence upon 
the smallness of the beads. It is com- 
pletely soluble in water, but is ren- 
dered inefficient by stronger acids. 
Particularly in connection or com- 
bination with soap it produces a no- 
tably pleasant sensation upon the 
skin, which it renders soft and sup- 
ple. As a result of the fat-dissolving 
and penetrating action it could also 
be used—in an extremely natural 


January, 1937 


For some years the use of the foam bath has been inereasing 
has it been promoted in America. 
JOSEF AUGUSTIN here presents a brief article on the manu- 
facture of preparations designed for this purpose —EDITOR. 


abroad but only recently 


way—for fat-removing soaps, both 
preparations and tinctures for fat re- 
moval. Its softening effect destines 
it to be used as an admixture to hair 
rinses, shaving waters and hair soaps 
and shaving soaps. 

Sodium cholate thanks to its great 
wetting power and emulsifying effect 
produces a surprising effect. The lit- 
tle gas bubbles evolving in the bath 
become considerably smaller and 
much more numerous. From 20 to 
30 times as many gas bubbles are 
produced from the same quantity of 
gas. In addition to this there is the 
influence of the great wetting power 
of sodium cholate, the effect of which 
is that the gases come into much 
more intimate contact with the body 
and it becomes covered over with a 
thick layer of very fine bubbles. The 
bubbles, furthermore, last longer 
than large bubbles which burst im- 
mediately. The result of this is that 
the effect of the bath is more intense, 
so that with a smaller quantity of gas 
carrier a perceptible effect is ob- 
tained. 

According to previous experience, 
an addition of say 3-5 gr. of sodium 
cholate per bath is ample to produce 
considerable medicinal effect. In 
small packages for cosmetic purpos- 
es only, (tablets, etc.) less sodium 
cholate is required. 

In the case of carbonic acid baths 
it is to be observed that the sodium 
carbonate should be present in larger 
quantity (whether with or without 
sodium cholate) than the equivalent 
quantity of acid or acid salt. Further- 
more if sodium cholate is present 
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only, potassium and sodium com- 
pounds and not those of other metals 
should be present. 

In the case of oxygen baths it is 
advisable that if sodium cholate is 
present only such metal salts as con- 
tain potassium or sodium, or metal- 
free organic compounds should be 
used as catalysts. In the case of typi- 
cal metal catalyzers, even though in 
slight quantities figured on a full 
bath, the effect of the sodium cholate 
may be weakened. A liver catalase 
(ferment from the liver) ought to be 
the best suited as a catalyzer. To 
1000 gr. of 3% hydrogen peroxide 
solution or 300 gr. of sodium perbo- 
rate about 4 cc of liver catalase is 
required. 

The sodium cholate can best be 
mixed with powdery preparations. 
Powder-form carbonic acid and oxy- 
gen baths can also be packed most 
conveniently, most productively and 
The tablet form also 
most easily. The tablet form also has 


most easily. 


its special advantages. 
In the production of foam baths, 





which are to develop carbonic acid 
or oxygen along with the foam, the 
use of sodium cholate or of another 
good emulsifying agent as an addi- 
tion to the soap is valuable through- 
out. Foam baths, the harmless fat- 
removal agents, are obtained as is 
known by solution of about 250 gr. 
of the prepared soap flakes or soap 
powders in 10 litrs of hot water and 
energetic foam beating. The most 
important thing is that the thick 
foam should stand at least one hour 
and should fill practically the whole 
tub. 

According to the quality of foam 
certain admixtures can be made to a 
bath foam soap but only in careful 
quantity. For example: sodium cho- 
late 1-5°¢; Turkey red oil 1-2%; 
stearin alcohol 1-2‘¢; glycol stea- 
rate 1-3% 
1-5%. 
ably upon the fine beadiness of the 
foam. Sodium carbonate or sodium 
% admixture give the 
best action upon the foam and devel- 
op the gas beads sufficiently. 


triaethanolamine-stearate 
These substances act favor- 


perborate in 5 
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@ LATHER OIL SHAMPOO Regard- 
less of the number of times this 
product is mentioned in this column, 
inquiries for formulas regarding the 
same keep on coming in. Usually 
the inquirer is told to start with an 
alkaline sulfonated castor oil, to 
which is added some wetting agent, 
as desired. A supplier of shampoo 
base has simplified this problem 
some, by offering a complete alka- 
line shampoo that foams well. Those 
interested in this heavy type of lath- 
ering shampoo, can save themselves 
probably both time and money by 
trying the new compound. 


@ COSMETIC CONTROL Often the 
following question is asked: “What 
is cosmetic control”? Well, one of 
the definitions could be, that cos- 
metic control is knowing what your 
materials do not contain. For in- 
stance, it is good to know that the 


i 


lead or arsenic content of face pow- 
der is in the consumers’ favor. An- 
other way to look at it is this. Are 
you getting what you are paying for? 
Does the lavender oil you are buy- 
ing conform to recognized standards? 
How much paraffin is in your bees- 
wax? What is the acid value of your 
stearic acid? How about the iodine 
value? This could go on into the 
night. But do you get the point? 


@ VITAMIN CREAMS The ques- 
tion often asked is, “how much vita- 
min must be added to a cream to 
call it vitamized”? No definite 
amount has to be present. But you 
will be exceedingly wise in adding 
about 250 U. S. P. XI vitamin D 
units per ounce to your product. 
This amount is sufficient to manifest 
While 
other types of concentrate can be 
used, it is my belief that the type 


a vitamin action in creams. 





obtained from fish oils is best, par- 
ticularly the product made from cod 
liver oil. Fish oil concentrates have 
a characteristic odor, but when used 
in the amount suggested, this is not 
noticeable. Label statements should 
not include number of units added. 
Simply say that the vitamins are 
present, mention no amounts. 


@ METHYL CELLULOSE Methy! 
cellulose, a material given quite 
some publicity in foreign journals, 
is now available in this country from 
two importers. Five percent mucil- 
ages are quite viscous. Suppliers 
say that it will not mould or be acted 
on by bacteria. Mucilages of methyl 
cellulose can be added to soap as a 
superfatting agent. Hair waving 
preparations can also be made. The 
nature of the mucilage made will 
suggest new uses to the ingenious 
technician. 


@ NEW EMULSIFIER After a 
few years of grief from discoloration, 
the supplier of special emulsifier has 
discovered a method of getting 
around this trouble, at the same time 
maintaining the efficiency of his 
product. This emulsifier is especial- 
ly good for making stable emulsions, 
with or without a pearly sheen. If 
you want to make a pearly hand lo- 
tion by the modern method, use this 
emulsifier together with certain other 
ingredients. It will give you a pleas- 
ing, stable product. 


@ HEATHER PERFUME An aro- 
matics supplier of note recently sent 
me a sample of heather perfume 
compound, for both creams and per- 
fumes. Showing it to several friends 
in the business, they are enchanted. 
Others take note. Works nice in 
creams too. Good covering for raw 
materials, nice, lasting aroma as 
well, 


@ OBJECTIONABLE WORDS Dr. 
F. J. Cullen mentions a few of the 
words found objectionable by the 
Federal Trade Commission. These 
are, “quicker,” “correct or correct- 
ive,” “rid,” “end,” “stop,” “banish,” 
“regulate” and others. (Dr. Cullen is 
a member of the Proprietary Asso- 
ciation, and writes opinions of F.T.C. 
stipulations in “Standard Remedies.” ) 
Dropping the above words from 
your advertising or labels, will do 
much toward keeping your company 


on good terms with the F.T.C. 
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Whitmore to Head 
Chemical Society 


F. C. Whitmore, 
dean of Pennsylvania State College 
and one of the country’s foremost 
organic chemists has been chosen 
president-elect of 
the American 
Chemical Society 
and will serve in 
that capacity un- 
til January 1938 
when he will be- 
come president. 
Dr. Whitmore 
has been active 
in the affairs of 
the Society for Or, Whitmore 
many years and 
has won world-wide reputation for 
research on organic chemical prob- 
lems as well as in the field of chemi- 
cal education. 





Helena Rubinstein 
In New Building 


The Helena Rubin- 
stein organization is now established 
in its new building at 715 Fifth Ave., 
New York, where it occupies seven 
floors devoted to all phases of beauty 
culture. The building is attractively 
furnished throughout, and includes 
rooms for skin and hair treatments, 
an indoor gymnasium and an out- 
door play roof, a miniature theater 
and a library of books on beauty. 


Electrolysis Banned 
in N. Y. Beauty Shops 


The Court of Spe- 
cial Sessions in Bronx County, New 
York, has handed down a decision 
convicting a beauty shop operator of 
practicing medicine without a license. 
The complaint in the case was made 
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on the grounds that the operator had 
used electrolysis in removing hair 
and was made by Dr. Harold Rypins, 
secretary of the State Board of Medi- 
cal Examiners. 

On the strength of the decision, At- 
torney General Bennett of New York 
State has announced that his staff 
would conduct a drive to stop such 
violations of the Medical Practice 
Act. Numerous beauty  establish- 
ments, not operated by physicians 
are believed to be using the electro- 
lysis method, some of them, undoubt- 
edly, in the belief that it is legal. 


Grunig Named 
Vice-President 


Edmond Grunig, 
sales manager of Pierre Amouroux, 
Inc., New York, importer and distrib- 
utor of the perfumes of Molinard, Bi- 
anaimé, and Mar- 
cel Rochas, has 
been elected vice- 
president of the 
company and has 
also become a 
stockholder. Mr. 
Grunig will sail 
for France Janu- 
ary 16 to visit 
t he Molinard 
gardens, _ offices 
and plant on the 
Riviera, where he will complete plans 
for a more extensive program for 
Molinard perfumes in America in 
1937. 

He will also visit the Bienaimé and 
Marcel Rochas headquarters in Paris. 
The Molinard line has met with such 
striking success during its first six 
months in the United States that plans 
call for a considerable expansion 
of advertising and promotional activ- 
ity during the coming year. 





Mr. Grunig 





Colgate Again Heads 
Soap Association 


The annual meeting 
of the Association of American Soap 
and Glycerine Producers, held in 
New York in December, elected di- 
rectors for the 
year and at a 
subsequent meet- 
ing the directors 
re-elected S. Bay- 
ard Colgate of 
Colgate - Palmol- 
ive-Peet Co., Jer- 
sey City, N. J., 
president for the 
coming year. The 
other officers are: 
vice-president for 
the Eastern States, F. R. Countway, 
Lever Bros.; vice-president for the 
Central States, R. R. Deupree, Proc- 
ter & Gamble Co., vice-president for 
the Western States, F. H. Merrill, Los 
Angeles Soap Co., treasurer N. S. 
Dahl; secretary and association man- 
ager, Roscoe C. Edlund. 

A budget for the coming year was 
adopted on the same basis as that for 
1936 although it is hoped that pub- 
licity work may be increased to some 
extent during the year. Plans for leg- 
islative work were discussed at the 
meeting and president Colgate’s an- 
nual report covered the work of the 
association in this and other respects. 
A very full representation of the 
membership of 111 companies was 





Mr. Colgate 


present. 


Foragers Hold 
Annual Banquet 


The Foragers’ annu- 
al banquet for 1937 was held at the 
Hotel Astor, New York, January 9. 
Attendance was the best in years 
and the entertainment provided by 
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A fea- 
ture was the showing of motion pic- 
tures taken at the annual outings of 
At the 
at the rooms of the organization, De- 
cember 30, W. W. Neilson was named 
Bert 
Georgi is the new vice-president and 
A. J. Connolly. 
urer. 


the committee was excellent. 


past years. annual election 


president for the coming year. 


secretary and treas- 


Peck Products Adds 
New Equipment 


The installation of 
new crystallizing machinery _ is 
planned by George P. Peck, president 
of Peck Products Co., St. Louis. Mr. 
Peck explains he is anxious to replace 
the build-up, somewhat obsolete ma- 
chinery now in use with larger, more 
modern units in order to increase the 
output of powdered soap and soap 


powders. 
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Procter & Gamble Co. 
Celebrates 100th Christmas 


The Procter & 
Gamble Co., Cincinnati, has pub- 
lished a handsome brochure directed 
to its thousands of employees in cele- 
bration of its 100th Christmas. It 
was in the summer of 1837 that 
William Procter and James Gamble 
formed their partnership for the man- 
ufacture of soap. The illustration 
shows the cover and two pages of the 


booklet 


founders. 
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Miss Carney With 
Ogilvie Sisters 


Miss Ellamae Car- 
ney has been appointed by Ogilvie 
New York, 
the scientific care of the hair before 
clubs, 
vocation- 


Sisters, as a lecturer on 


women’s 

al schools, nurs- 
es and other 
She has 
an excellent 
background — for 
this sort of work 
being a 
sity graduate and 
a club leader 
herself. Her de- 
lightful speaking 
is due to years of study for 
Educational work in 
the care of the hair has for some time 


groups. 


univer- 


Miss Carney 


voice 


grand opera. 


been one of the activities of the com- 


pany and lectures add demonstra- 
tions are held constantly both at Og- 
ilvie salons and at meetings of vari- 


ous women’s organizations. 


Board of Standards 
Starts Active Work 


The Board of Stand- 
ards of the Toilet Goods Association 
under the direction of H. 
Thomas, has started active work with 
a meeting January 8 at the Biltmore 
Hotel in New York. At this meeting 
a distinguished group of technical 
men associated with the industry dis- 
cussed at some length the ingredients 

As a basis for the 
Thomas presented 
ingredients against which 
has been complaint in some 


Gregory 


used in cosmetics. 
discussion, Mr. 
lists of 
there 
quarters. 

Another activity of the Board 
which will be started in the near fu- 
ture is an information bulletin ser- 
vice digesting the orders and com- 
plaints of the Federal Trade Com- 
mission relating to cosmetics. Regu- 
lar bulletins will be sent out cover- 
ing these and other 
in complete but concise 


governmental 
activities 
form. 


Organic Chemical 
Makers Elect Merz 


August Merz of the 

Calco Chemical Co., was re-elected 
president of the Synthetic Organic 
Chemical Manufacturers Association 
at its annual 

meeting in New 

York December 8. 

Mr. Merz has 

served ten terms 

as president of 

the organization, 

and in token of 

his long service 

a handsome desk 

set was presented 

to him on behalf 

of the association 
Garvan, 


Mr. Merz 


president of 
the Chemical Foundation, Inc. Other 
officers for the coming year are: 
vice-presidents, E. H. Killheffer, E. I. 
duPont de Nemours & Co., and F. G. 
& Co.; treasurer, 
Ralph E. Dorland, Dow Chemical 
Co.; secretary, Charles A. Mace. Di- 
rectors in addition to the officers are 

A. Barnett, John Campbell & Co., 
G. Lee Camp, Monsanto Chemical 
Works, and A. L. van Ameringen, 
van Ameringen-Haebler, Inc. 


by Francis P. 


Zinsser, Zinsser 


The American Perfumer 





Lucien Lelong: Inc., Chi- 
‘ago, has concentrated 
ona activities of its New 
York branch in fine new 
quarters at 681 Fifth Ave- 
Here are 4 few views 
ef the peautiful new 


showroom and offices: 
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New Pachagses 


hy MARY L. GOODMAN 


SPECIAL RECOGNITION: This month we give the place of 
honor to these two containers which are so appropriately designed for 
the products which they contain. Obviously intended for kitchen use, 
these oval bottles, capped with Aridor’s “I-T” closures, can nestle 


side by side on cabinet shelves in a minimum of space. 
courtesy The Aridor Co. 


I 
GERMAINE MONTEIL: This progressive manu- 


facturer is now featuring a new traveling kit of 
cosmetics, compactly arranged in a case of fine 
morocco finish fabrikoid with a large mirror in the 
inside cover. The attractive cream-colored flacons 
and jars contain cleansing cream, astringent, eau 
de cologne, cream and dry rouge, mascara, lipstick 
and other essential preparations. 


2 

RICHARD HUDNUT: The increasing popularity 
of the carnation scent has resulted in the introduc- 
tion of this “Tenfold Carnation” perfume, which 
has a lasting floral fragrance. It is attractively 
packaged in a tall round flacon with concave sides, 
and frosted glass stopper with applicator rod. The 
label is in silver and red. The box is covered with 
glossy gold paper. 
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BARBARA GOULD: The newest addition to this 
company’s line is “Complexion Dressing”, a liquid 
powder foundation, available in four popular 
shades. It is also recommended for concealing 
2 skin blemishes. The package is in harmony with 
other items in the line. 


4 

JEAN PATOU: “Normandie” is a new 
Christmas perfume introduced in Paris, 
which has not yet made its appearance in 
the United States. It is available in deluxe 
and standard packages. The bottle shown 
in our illustration is the standard type, 
and the initials of the house are bevelled 
into the flat glass stopper, which follows 
the shape of the bottle itself. It is en- 
closed in a tall white carton with gold 
edge, and the labels on both the bottle 
and box bear the French national colors. 


5 
ELIZABETH ARDEN: This is effective 
presentation for a triple perfume set which 
is available in several combinations of the 
different Arden odors. The little bottles 
have molded caps, and are enclosed in an 
attractive white suede-finish box with gold 
edge, and a gold foil band over the top of 
the cover. The popularity of these sets 
is constantly growing, and stimulates the 
sale of regular size packages by acquainting 
the consumer with various types of per- 
fumes. 
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6 
FAITOUTE: This new perfumer has just 
introduced a comprehensive line of inter- 
esting perfumes of unusual character. The 
line consists of florals, which are remark- 
able reproductions, as well as a_ wide 
variety of bouquets of original and de- 
lightful fragrances. The package itself 
is very simple, but extremely smart. The 
only decoration on the bottle is the cello- 
phane label with nosegay and ribbon de- 
sign, and a silk cord. It is enclosed in a 
green satin box, lined with peach satin, 
with the name stamped in gold on the 
inside of the hinged cover. 


7 

ANTOINE DE PARIS: Here are three 
new items now being featured by this 
house. The compact is an adaptation 
of an old jeweler’s case, made of gold 
metal, and comes in an attractive velvet 
lined box. The bath oil is a highly con- 
centrated preparation, and requires only 
six to eight drops to scent and soften 
the water. “Rue Cambon” is a sophisti- 
cated perfume with a soft and lingering 
scent, boxed in a smart and very unusual 
container. As it is opened, the base 
holding the bottle raises automatically, 
stowing the package to good advantage. 


8 

PARFUMERIE ST. DENIS: The orchid 
satin tufting on the cover of the dusting 
powder box is really a sachet, delicately 
scented like the powder. This little bag 
may be slipped from its frame and _ be- 
comes a practical handkerchief box sachet. 
The dry perfume comes in an attractive 
little bottle with metal cap and may be 
used as both a perfume and deodorant. 
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JOHN LAHOUD: This company 
has added several cosmetic items 
to its line, including face powder, 
brilliantine, lotion and liquid soap, 
shown in the accompanying photo- 
graph. These items are all pack- 
aged in attractive glass containers, 
the face-powder jar being particu- 
larly unusual and effective. Pack- 
ages designed by, and photo cour- 
tesy of The Owens-Illinois Glass Co. 


DAGGETT & RAMSDELL: Probably the fastest mov- 
ing item this month will be travel kits, and the one 
illustrated is very attractive and complete. It is of navy 
blue leather, lined with gray silk, and contains an array 
of cleansing and make-up preparations, including an 
extra little compartment for cold cream soap and powder 
blending brush. A large mirror in the cover makes the 
case a miniature dressing table. This kit is available in 
eight different color combinations, one for each of the 
color types. 


EMARCO: This set gives the consumer a_ balanced 
amount of polish, cuticle remover and polish remover, 
the first two items in half-oz. bottles, the third in a two- 
oz. bottle, so that the latter will last as long as the 
first two. The remover is packaged in a square fluted 
flask which fits into the back of the three-compartment 
gold base. The caps are black “Bakelite”, and the 
labels are dull silver foil lettered in red. The box cover 
is soft cream, a printed lavender stripe used vertically 
on each side. 
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By RUTH HOOPER LARISSON 
Cosmetic Consultant and 
Package Designer 


Tue story of glass 
down through the ages has been 


dramatically told by the Metropoli- 





Figure Il 


tan Museum of Art in an exhibit ar- 
ranged from its vast and comprehen- 
sive collection. A variety of im- 
portant pieces demonstrates each 
phase through which glass making 
has progressed since the early Egyp- 
tians coated objects of stone with a 
vitreous glaze some time prior to 
3200 B.C. 

Some of the very earliest examples 
of glass are containers for cosmetics 
and, as the manufacture of glass 
evolved, so did bottles and jars for 
creams and lotions. Space permits 
only a skeleton tracing of such steps 
in the evolution of glass as are di- 


Figures |, 2, 3, 4, 5, 6, 7, courtesy of 
the Metropolitan Museum of Art. Figures 
8, 9, 10, Courtesy The T. C. Wheaton Co. 
and Prince Matchabelli Perfumery Co. 
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rectly related to cosmetic packaging, 
and I say this with deepest regret be- 
cause the entire history of glass, 
chronologically and geographically 
is most fascinating. With reluctance 
[ have limited my notes from the Mu- 
seum study to our own industry. 

The earliest glass was colored but 
opaque and the earliest method of 
manufacture was to coat a core of 
sand and lime with the molten glass 
and later, by removal of the core, 
leave the crude vessel. The blowing 
tube came into existence only a short 
time before the Christian era but it 
was a tremendous step forward be- 
cause it allowed for much greater 
size in vessels and transparency of 
the glass. One of the earliest meth- 
ods of decorating glass when Rome 
ruled the world was the application 
of threads and balls of glass applied 
to the outside of the vessel. 

The barrel shaped bottle (Figure 
1.) of Roman glass with the coiled 
glass decor and the amusing little 
feet balancing the gracefully finished 
neck should serve as an inspiration 
for some modern day perfumer who 
wants a really new-old form for his 
latest perfume creation—or, in a 
larger size, it would be ideal for eau 
de cologne. There’s something very 
charming and “come hitherish” about 
this container to my way of think- 
ing! While such pieces as this one 
were naturally blown into molds a 
great deal of Venetian glass was 
later formed with only the guiding 
skill of the craftsman. During this 
same period millefiori, made of fused 
colored rods, was developed to a 


Figure I 


high point of artistry although mo- 
saic glass itself goes back to Egypt 
where it was made during the rule 
of the Ptolemeys. 

Enameling and painting on glass 
were favorite forms of decoration 
during the Roman period and cut- 
ting glass into sculptured relief 
forms had also been developed by 
this time. The Arab glass makers 
developed lustre painting during the 
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Figure IV 


Tenth and Eleventh centuries and 
molded and cut glass to imitate rock 
crystal ware. They, too, developed 
the gilding and enameling processes 
to their greatest perfection. Some 
of this work found its way to the 
Orient; and China, always more in- 
terested in porcelain and ceramics, 
nevertheless had its try at glass 
making. Figure 2. is a two colored 
glass snuff bottle from XVIII Cen- 
tury China which indicates how much 
they preferred to imitate a carved 
jade snuff bottle rather than to de- 
velop glass making into an entirely 
distinct form of expression. 

Enameled glass seems to have de- 
clined after the Fifteenth Century in 
Persia but transparent colored glass 
grew in popularity. Figure 3., a 
rose water sprinkler, Persian XVII- 
XVIII Century is one of the most 
plastic and expressive containers that 
can be imagined for the application 
of this type of product. Here, again, 
lies direct inspiration for the per- 
fumer. The functional quality of 
this bottle is really amazing and if 
you study it carefully you can figure 
it out for yourself! 

The Middle Ages made no startling 
contribution to the manufacture of 
glass although Germany produced 
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the famous and much loved forest- 
green (Wald) drinking glasses. The 
full control of the formulae for glass 
was out of the question for the geo- 
graphic location of its ingredients 
varied so greatly in their properties 
as to cause considerable difference in 
the appearance of the glass itself 
and only modern science could have 
told them, for instance, that lead and 
chalk added to the formula in some 
localities would give greater bril- 
liance and weight. This addition 
was only discovered in the 17th Cen- 
tury in making English and Bohemi- 
an glass. 

During the Fifteenth Century a 
Venetian conceived the idea of using 
a clear soda-lime glass and proceed- 
ed to blow it into the most amazing, 
picturesque shapes and forms, an art 
in which Venetian mastery has never 
been equalled. This amusing figur- 
ine, Figure 4. XVIII Century, Vene- 
tian, shows the quaint little person 
holding a hollow tube into which per- 
haps was poured perfume or it might 
have held a single flower stem. In 
tempo it reminds me a bit of the 
“Golliwog” bottle, which, incidently, 
is one of those “naturals” in pack- 
aging which never goes out of style. 

In Figure 5. we have an example 
of an exquisite glass cup and flacon 
cover, cut and finely engraved at 
Rusenebirge, Germany, 1725. We 
realize when looking at such pieces 
that nothing in modern work sur- 
passes its beauty and craftsmanship. 
While perfumes today can hardly 
hope for so luxurious a container, 


Figure V 








perhaps some one might be suflfici- 
ently courageous as to create a fabu- 
lously expensive perfume and pack 
it in just such a work of art—letting 
the actual cost be paid by those few 
customers who would have both the 
taste and pocketbook to indulge in 
such an elegant luxury. 

Now let’s turn our attention to the 





Figure VI 


pioneers in America, where glass, as 
I understand, became the first manu- 
facturing industry. The “South Jer- 
sey Type” glass seems to have 
pretty much set the standard although 
Stiegel and Sandwich glass left their 
equally strong influence. Figure 6. a 
blue flint glass bottle, New Jersey 
Type, late XVIII or early XIX Cen- 
tury, is a delightful bit of original- 
ity and was no doubt blown to con- 
tain some honored lady’s favorite 
perfume. This is another example 
from which a perfumer may gather 
inspiration. A perfume with a strong 
accent of green, such as sweet pea, 
would be appropriate for this bottle 
since the shape reminds one of the 
curling tendrills of the flower stalk. 
And Figure 7. which is a flask of 
Sandwich glass with its gay pepper- 
mint colored twirls of color suggests 
a bouquet odor with each color rep- 
resenting a flower. This should be 
seen for its brilliant colors to be ap- 
preciated. 


Sturdy new America went in for 
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only a very little cut glass. No 
doubt the wealthier homes imported 
it from England for their well 
spread tables. But America found a 
clever short cut to the more costly 
product by inventing a hinged mould 
in three or four sections and, imi- 
tating the popular designs in cut 
glass, pressed their glass into the de- 
sired shapes. Of course it could not 
be compared in beauty or workman- 





Figure Vil 


ship with the cut and polished pieces 
but it was a Ford-like way of giving 
the humble home glassware that 
simulated the expensive originals 
and was equally as functional. The 
invention of the American pressing 
machine in 1827 was really the one 
big contribution to glass manufac- 
ture with which we, as a nation, can 
be credited. However, our constant 
improvements in factory technique, 
quantity production, etc., etc., have 
put the glass industry in this coun- 
try on a plane of efficiency probably 
unsurpassed by any other industry. 

Figure 8. shows a bottle blown in 
1858 by Japhet Mossbrooks, Milli- 
ville, N. J., for commercial use. 
Figure 9. reminds us with a shiver 
that these three bottles which were 
made about 1895 (and still in use in 
the early Twentieth Century) indi- 
cate how far the perfume container 
had fallen from the gay artistry of 
earlier centuries. And yet, today, 
fifteen to twenty years later, these 
bottles wouldn’t retail over the coun- 
ter even as curioisities! But in 
Figure 10. you see the crowning (I’m 
not punning) achievement of Ameri- 
can bottle making in the lovely and 
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very popular Matchabelli crown 
bottle beautifully ornamented in 
burnished gold. Along side is a 
more delicate flowerlike bottle, also 
with gold decor, and both these are 
products of the same glass factory. 
They stand out as radiant examples 
of what we can do today! 

A little digging in the archives 


of 


cosmetic containers, brings to light 


glass companies who manufacture 
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Figure IX 


some interesting facts and dates 
which link their origin with the his- 
torical beginnings of glass in this 
country. Again, I must reluctantly 
be brief. 

Whitall Tatum Co. goes back a 
hundred years in the manufacture of 
glass and probably made the earliest 
perfume bottles manufactured in this 
country. They were supposed to have 
made the bottle for “Hoyt’s Original 
and Genuine Cologne,” which enter- 
ed the retail market in 1868 and is 
still being sold in its original pack- 
age. 
The Foster-Forbes Glass Co. was 
formed in 1929 but its pedigree 
shows the parent company, the 
Granite Glass works, of Stoddard, 
New Hampshire, was started by Jo- 
seph Foster about 1842. 

Hagerty Bros. & Co. was founded 
in 1849 and while they are not sure 
when they began making cosmetic 
containers they were definitely sell- 
ing Colgate & Co., Solon Palmer. 
Lazell-Dalley and others in 1895. 

The Illinois Glass Co. was founded 
in August 1873 and the Owens 
Bottle Co. incorporated in 1903. 
They merged in 1929. The Illinois 
Glass Co. started making perfume 
bottles around the year 1884. 

Swindell Brothers, Inc. was found- 
ed in 1873 and in about 1885 they 
started manufacturing for the cos- 
metic and perfume industry. 

Hazel-Atlas Glass Co. was organ- 
ized in 1901 and was making cosmet- 
ic containers at that time. The par- 
ent company, the Hazel Co. was or- 
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ganized in 1887 and very soon after 
began manufacturing cosmetic con- 
tainers. 

The T. C. Wheaton Co. was found- 
ed in 1888 and started making cos- 
metic containers about 1890. 

The Carr-Lowrey Glass Co. was 
organized in 1889 and immediately 
began the manufacture of perfume 
bottles. Cosmetic containers, how- 


Figure X 


ever, were not made until about 1918. 
The Kimble Glass Co. started in 
1904. It specializes in small ware. 
Other dates which I would have 
liked to add to this collection I was 
unable to obtain. 

If, in a few short years we have 
made such strides ahead as indicated 
by Figures 9 and 10, what may we 
not expect from the industry dur- 


ABSTRACTS FROM FOREIGN JOURNALS 


Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume ref- 
erences. We cannot furnish com- 
plete copies of these articles or 
journals but will be glad to 
supply the addresses of the 
publishers upon request. 


To the red coloring material ex- 
tracted (and precipitated) from al- 
kannet root, Brand & Lohmann 
ascribe the chemical formula C,, H.. 
0, or C,, H,.. O,. To the remaining 
coloring material the formula C,,, H,,, 
Q.. A possible structural formula is 
also given. Raudnitz & Stein in their 
study of the coloring material of 
alkannet root, find that the methyl 
ester of C,. H,, O, is the true color- 
ing material. Their experiments 
show that the (OCH,,) group is found 
in the side chain and not the nucleus 


of the compound, and that it is not 
in the quinone-nucleus but in the 
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hydroquinone nucleus of naphtha- 
zarine molecule. On the basis of 
these results, they 
graphic formulas for the compound. 
(Ber. 68, 1479 and 1487, 1935, 
through J. A. Ph.A., 25, 252, 1936.) 


eb 


propose’ two 


Ordinary methods of chemical an- 
alysis do not effectively show the 
presence of apricot kernel oil in 
sweet almond oil, according to R. G. 
Harry, Phar. J., 136, 199, 1936. 
After subjecting various oils to a 
series of tests, the writer believes 
that sweet almond and apricot kernel 
oils can be considered as identical, 
for all practical pharmaceutical pur- 
poses. Their therapeutic value seems 
to be the same and any difference is 
in price only. 


b 


Technical emulsions is the name 
given by M. L. Hewitt, writing in 
P.E.O.R. 27, 238, 1936, for ordinary 
cosmetic emulsions. Types of emul- 





ing the next quarter of a Century? 


P. S. If my readers will be good 
enough to send photographs, actual 
packages, dates and data on the earli- 
est products and packaging in their 
lines, particularly those which go 
back before the 20th Century, we will 
gather them all together and have an 
enlightening look at them in an early 


Issue. 


sions, emulsifying agents, triethan- 
olamine soaps, higher fatty alcohols 
and their sulfonates, glyceryl mono- 
stearate, absorption bases and other 
materials found in trade channels are 
described. 

b. 


> 


Rudolf Miiller (Seif. Ztg. 63, 40. 
813) discusses the use of monel 
metal for equipment in the soap and 
cosmetic industries. After giving the 
physical and chemical constants the 
author discusses the resistance of the 
alloy to a wide variety of substances 
customarily employed in soaps and 
cosmetics. His conclusions are gen- 
erally favorable to the use of monel 
metal. 

b. 


> 


E. B. Ludlam,. in a letter to the 
Editor of the Pharm. J.. 82, 301. 
1936, suggests the use of sodium 
hexa-meta-phosphate in soapless 
shampoo. Calcium salts of this ma- 
terial are soluble and form com- 
pounds of the type Na.(Ca,P,0,.). 
which shows the calcium ion re- 


moved as such. 




































































elves of this service. 


newers to in- 


the industry 


Answers will be published as rap- 


permits. We shall be glad te reply promptly by mail te 


any reader whe will enclose a self addressed envelope with his query. 


88.—PREVENTING SPORES 


Q. How can I prevent spores? My 
tragacanth hand lotion gets mouldy 
and turns sour. Sometimes one batch 
is good, but the next one goes bad. 
/ am a constant reader and will very 
much appreciate your reply.—R. S., 
ay Bs 

A. You cannot prevent spores, but 
you can control them. All your hand 
lotion needs is a preservative. Use 
about 1:750 of methyl para-hydroxy- 
benzoate, dissolving this in your 
water with boiling. Then go ahead 
and make lotion in the usual way. 
Nothing else to it. 


89.—POMADE AND SACHET 
Q. Can you provide us with a for- 
mula and directions for producing a 
good quality pomade that will not 
break down in hot weather? Our 
perfume compounds are prepared 
for us, but we would like some ad- 
vice on the best method of making 
this solid type of perfume. Also. 
can you send us directions for mak- 
ing a good sachet?—J. R. L., Maine. 
A. “Pharmaceutical Formulae Vol- 
ume II” suggests the following as a 
pomade for perfume: 


BNE widduesecdesecvcsses ee 
PONE sac dsiasssns .3 ounces 
Almond oil ............3 ounces 


Perfume to suit. 

Melt the fats together on a_ water 
bath, adding the perfume when suf- 
ficiently cool with stirring. If the 
product is not solid enough, try add- 
ing some paraffin, beeswax, ceresin 
or ozokerite. Preferably, you should 
use a flower pomade or residue 
which has been washed practically 
free of floral perfume, but still pos- 
sessing a slight flowery aroma. Your 
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perfume supplier can get this for 
you, or we can give the names of 
sources. As for the sachet, this is a 
base of herbs to which a sufficiency 
of perfume has been added. The 
choice of herbs depends on the odor, 
thus a mixture of tonka, orris and 
sandalwood is a base for chypre 
sachets. We suggest you consult one 
of the well known texts on this, as 
the data are too long to publish in 
this column. 


90. LIQUID MASk 
Q. Is it desirable to use acacia gum 
as an addition in a liquid mask? 
What proportion of the whole?— 


M.R., Fla. 


A. So many people make the same 
mistake you make—not sending in 
your formula. Without this, it is 
difficult to advise you. Accordingly, 
we take it that your mask is a gum 
mixture, and you desire greater ad- 
hesive properties. If you are using 
tragacanth, change to karaya gum. 
This gives a more flexible gum. But 
if you prefer a varnished tightness, 
use tragacanth. Adding acacia gum 
makes the product more tenacious. 
Honey does likewise, but hinders 
complete drying of the mask unless 
used in small quantities. There is 
no definite amount of gum acacia 
needed. It all depends on your prod- 
uct. If you send the formula for 
this, we will gladly advise further. 


91. WAVE SET CONCENTRATE 
Q. We have been experimenting 
with a fingerwave concentrate using 
powdered tragacanth, but the results 
have not been satisfactory. If you 
can give us any information as to in- 


gredients or formulae for a wave 
set concentrate, we would appreci- 
ate it very much.—B. L. N., Wiscon- 
sin. 

A. Since you do not state the exact 
type of concentrate you have in 
mind, we are taking it for granted 
that you refer to the dry mixture of 
powders sold for this purpose. Use 
karaya gum for such a powder, in 
preference to tragacanth. Try the 
following: 


Powdered gum ........... 93 parts 
POND: a wnsdecceves so 


Perfume and color qs. 

Pack the mixture in 14 ounce pack- 
ages. One package to a pint of water 
gives a waving fluid. Color must be 
water soluble. Perfume sufficiently 
(2% of powder) so that resulting 
fluid is aromatic. Your preservative 
can be methyl paraoxy-benzoate. 


§2.— PERMANENT WAVE SOLUTION 


Q. I have a permanent waving solu- 
tion, but am having a little difficulty 
in making the wave last. For as soon 
as water hits it, the wave loses its 
kick. The formula for this lotion fol- 
lows. (This is not published.)— 
D. R., Penna. 

A. You are not very clear in the 
terms describing the material com- 
ponents of your lotion, and_ this 
makes it difficult to advise you. Try 
the following formula suggested some 
time ago in an article on permanent 
waving solutions, in this journal. 
Ammonia water (stronger). ..35 
parts, borax...5 parts, and water 
enough to make 100 parts. You can 
add one of the special sulfonated 
oils, up to 10%, to your solution. 
The name of such an oil, along with 
the other data you request, goes to 
you under separate letter. Try the 
above formula, and if it doesn’t sat- 
isfy, write again. 


95.—HAIR BLEACH 


Q. In the November issue, I noticed 
an article on a new non-ammoniacal 
hair bleach. Please furnish a manu- 
facturing formula, and results of 
same in comparison with 18 volume 


peroxide.—B. M. S., Calif. 


A. The name and supplier of the 
material you want goes to you by 
letter. As for the comparison of this 
bleaching action against 18 volume 
peroxide, we leave that to you. We 
have no such data, and do not have 
facilities for doing this. 
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The decision of the United 
States Supreme Court up- 
holding the Fair Trade Acts 
of California and Illinois has been widely hailed in 


The Supreme Court's 
Fair Trade Decision 


manufacturing and retail circles. Certainly if its pat- 
tern can be followed in all the states in which such leg- 
islation will be introduced in this year’s sessions, the 
effect upon merchandising practices will be profound. 
It is just as certain that new law has been created by 
the decision which carried the value of the trade mark 
as manufacturers’ property into every transaction. 

It should be remembered by the optimists, however, 
that while the Court held the two laws in question as 
not violative of the Federal Constitution, it did not hold 
that every such law would be sound in any state in 
which it might be passed. There is little doubt that prac- 
tically every state may enact a “price maintenance by 
contract statute” which would be wholly valid. There 
is, however, a very considerable doubt that the so-called 
“omnibus contract” provisions would be constitutional 
in several states, notably New York. Making persons. 
whether natural or artificial, liable for the provisions of 
contracts which they have not signed and to which they 
have not specifically agreed would seem to be bad law 
in certain jurisdictions. Nor is it probable that appeals 
to the Supreme Court would wipe out such disqualifica- 
tions of a statute where they exist. 

The decision is a long step forward toward price 
maintenance by contract but the situation is still far 
from ideally arranged. Not all state laws on the sub- 
ject are likely to be valid. Nor will conditions be wholly 
favorable until some price maintenance statute covering 
interstate commerce is evolved by Congress. Domestica- 


tion in every state is too great a burden for many a small 
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manufacturer to assume, and without it, he cannot op- 
erate under any state enactment, no matter how sound or 
valid. 

If we want price maintenance by contract, the Su- 
preme Court decision has helped us a little, but we still 
have a long way to go upon our own feet. It is hardly 
the time for great rejoicing. Rather is it the opportunity 
for further constructive work toward this end. 


Here Is Work 
For the Bureau 


Surely there would seem to 
be little excuse indeed for la- 
beling or advertising liquid 
petrolatum with a little coloring matter as “a combina- 
tion of rare oils from the tropics,” and claiming that 
this “rare oil” prevents lines and wrinkles. Yet that is 
exactly what one of the state health departments found to 
be the case with a cosmetic product picked up in the re- 
tail trade in that state. 

Of course, it was not a harmful preparation excepting 
to the pocketbook of the purchaser and if used with suf- 
ficient imagination might possibly do some little psycho- 
logical good. But such things cannot be permitted to 
continue in any business if that business is to endure, let 
alone grow and prosper. 

Here indeed is work for the Board of Standards, but 
unfortunately, there is nothing the Board can do about 
it unless claims and product are submitted for inspection 
and approval. In this instance, they most certainly 
would not be submitted. 

Power already exists in the Federal Trade Commission 
to “do something” about this. But is anyone optimistic 
to believe that the Commission is going to or that its 
action will be rapid and to the point? Which, to our 
mind, again emphasizes the fact that we do badly need 
that cosmetic law and Mr. Campbell’s active young men 
to enforce it. 


Would University 
Fellowships Help ? new methods and materials 

for cosmetics together with 
the fact that the industry is likely to continue under heavy 
fire from certain scientific quarters for some time to 


The rapid development of 


come again throws a strong light upon the fact that very 
little really scientific research on an independent basis is 
being done on the products, materials, and processes of 
the toilet goods industry. 

During the next few years it is certain that the need for 
unbiased and more or less public research on cosmetic 
problems and particularly those involving a host of new 
and untried materials either now available or to be 
placed on the market will be acute. Co-operative re- 
search through recognized institutions would be excellent 
but securing the funds for it is probably quite another 
matter. Should individuals and companies in_ this 
field, many of them in a position to render the necessary 
financial support, not consider the possibility of grants or 
fellowships for general or specific cosmetic research? No 
single use for any funds which might be available in the 
industry could well contribute more to the general ad- 


vancement of the entire trade. 








1 Scene in Mons 


Oil Angelica Hoot 


TE cheonicry of 


oil angelica root has been investigat- 
ed by a number of workers: 
Wiegand® and L. 


Naudin' found several terpenes ( pi- 


Beilstein and 


nene and cymene) and sesquiterpenes 
without, however, clearly identifying 
them. 

The Schimmel chemists* denitely 
proved that d-phellandrene is the 
most important terpene present. 

Very characteristic of the odor of 
angelica root oil are a number of 
oxygenated compounds, mostly lac- 
tones which were only lately identi- 
fied. 

Years ago, Ciamician and Silber" 
had shown the presence of a valeric 
acid (methyl-ethyl-acetic-acid) and 
oxy-pentadecy lic acid C a ae. 
This was confirmed by M. Kersch- 
baum’ who established the acid as 
pentadecanol-15-Acid-(1). The com- 
pound seemed to be present as lac- 
tone and the same apparently was 
true also of some lower and higher 
homologues of this acid. 

Previously, Bocker and Hahn* had 
identified a lactone of the brutto 
formula C,. H,, O, which they con- 
cluded to be a y-lactone 

Lately Spath and Pesta” proved 
that this lactone was identical with 
osthol present in the root of /mpera- 
toria Ostruthium 
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eee Delian Essential Uils 


ln this article, Dr. ERNEST GUENTHER, Chief HKeseareh 
Chemist of Fritzsche Brothers, Inc. New York, continues his 
study of angelica oil and begins a discussion of other oils from 


Belgian-grown plants. 


It has the following formula: 


CH 


CO 


CH,:-CH: C(CH)), 


According to these authors, about 
0.20% is present in the dried root. 

Aside from Osthol, Spath and Pes- 
ta identified in angelica root oil a 
new lactone of the brutto formula 
C,, H, O. which they named Angeli- 
About 0.08% 
seemed to be present in dried angel- 


cine. 


”.- Oo 


ica root. It is a furo-2’,3’:7.8-Cu- 
marin, 





of angelicine 


\ 


CH 


and as such the base of a number of 


natural furo-cumarins (isobergap- 
tene, etc.). 

Spath and Bailer'' succeeed in syn- 
thesizing angelicine. 

The lactones, especially the lac- 
tone of the oxy-pentadecylic acid 
C.. a. 0 
very characteristic and pronounced 
musk odor of the higher fractions of 
angelica root oil. 


are the carriers of the 


Interesting is the 
relationship of “Exaltolide.” 


1 Field of Angelica 
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In distillation waters have been 
found the following compounds: di- 
acetyl, methyl alcohol, ethyl alcohol, 
furfurol, and a base of pyridine odor. 


Application of Oil of 
Angelica Root 


Angelica root oil is 
ised in some perfume types of exo- 
tic note. The somewhat disturbing 
terpenes can be eliminated by wash- 
ing out the oil with dilute alcohol. 
The solution is rich in lactones and 
has a very pronounced musky odor 
which serves very advantageously 
for building up oriental types of per- 
fumes. Of course, angelica root oil 
finds its greatest application in cor- 
dials of the Benedictine and Char- 
It is im- 


possible to develop such cordials 


treuse types, also in gins. 


without the application of a strictly 
pure oil of angelica root. 


Adulteration 


The adulterants most 
widely used are undoubtedly terpenes 
especially phellandrene. A genuine 
oil is so rich and powerful that it can 
easily be stretched by the addition of 
terpenes. The main criterion for a 
good angelica root oil should be the 
pronounced and characteristic odor 
of the lactones. 


Angelica Seed Oil 
The oil is obtained by direct steam 
distillation of the seed in a yield of 
1.2 to 1.3%. 
Gildemeister and Hoffmann’ give 
the figures shown in Table V: 








Harvesting Chamomile Flowers 


Genuine oils of own distillation 
showed the properties given in Table 


VI: 
Chemical Constitution 


Angelica seed oil has 
thus far been less investigated than 
the root oil, probably for the reason 
that the chemistry of the two oils 


TABLE VI 

| 
Spec. Gravity ais°: 0.855 
Optical Rotation ap: + 15 
Refractive Index nopz2°: 1.4847 
Acid Value: . 4 
Saponification Value: 1.4 


Solubility: 



































































A Field of Chamomile 
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Slightly turbid in 10 vol- 
umes of 90% alcohol. 


TABLE V 
Specific Gravity « 0.851 to 0.890 
Optical Rotation ap: + 11° to + 13° 30’ 
Refractive Index now’: 1.484 to 1.491 
Acid Number: Up to 2.2 
Ester Number: 15 to 30 
Ester Number after 
Acetylation: 27 to 49 
Solubility: Soluble in 5 to 9 
volumes of 90% 
alcohol, sometimes 
with opales- 
cence or turbidity. 
I Wl IV 
0.862 0.856 0.860 
14° 31’ + 14° 50’ 14° 46’ 
1.4848 1.4840 1.4858 
1.4 1.1 2.8 
23.8 14.8 21.5 


Soluble in 4.5 to 5 volumes 
and more of 90% alcohol 
with slight turbidity. 


seems to be similar. The two oils 
resemble one another except for the 
proportion of terpenes and oxygen- 
ated compounds. The latter appear 
to predominate in the root oil while 
the seed oil contains more of the ter- 
penes. 

R. Miiller’’ identified valeric acid 
(methyl-ethyl-acetic-acid) and oxy- 
(The next higher ho- 


mologue, oxy-pentadecylic acid has 


myristic-acid. 


been found in angelica root oil.) 

Of the terpenes, so far only phel- 
landrene has been identified,’* al- 
though the presence of other terpenes 
is probable. 


Adulteration 


Adulteration of an- 
gelica seed oil is carried out mostly 
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with terpenes and especially with 
phellandrene. 


Application 

The application of 
oil of angelica seed is similar to that 
of root oil. It is applied especially 
in cordials of the Benedictines and 
Chartreuse type. 


Oil Koman Chamomile 


{nthemis nobilis L. occurs in its 
wild growing state throughout West- 
ern and Southern Europe. It is cul- 
tivated extensively in Belgium and to 
a lesser degree in England, Germany 
and lately in Hungary. In Belgium, 
this perennial plant is cultivated in 
a few communities around Lessines 
and Flobecq (in the North of the 
Province of Hainaut) and around 
Grammont (in the South of the Prov- 
ince of East Flanders). Undoubtedly, 
Lessines is the world’s principal cen- 
ter for Roman chamomile cultiva- 
tions. 

Chamomile is planted the first 
warm days of early spring. For re- 
production, a plant of the previous 
year is divided into small bunches 
of four to five young shoots. These 
are planted in straight lines with a 
distance of about 50 centimeters be- 
tween the plants and 60 centimeters 
between the rows. 

As the plant grows and develops, 
it branches out into numerous clus- 
tered, curved stalks about 40 centi- 
meters high which almost completely 
cover the ground. The ends branch 
out and bear the flowers which are 
gathered during clear, dry weather 
as they mature. The young flower 
buds continue to develop into full- 
grown flowers to be gathered later in 
the season. The whole harvest period 
last about two and one-half months 
from the end of July to the end of 
September or middle of October. 

Roman chamomile flowers are ex- 
ported all over the world, chiefly to 
France and England, where they are 
sold through the drug trade to phar- 
macies and medicinal herb shops. In 
the household, the flowers are em- 
ployed for making teas and infusions 
(four to five flowers per infusion) 
which have stimulating and antispas- 
modic properties. The essential oil 
industry employs these flowers for oil 
distillation. The main use of chamo- 
mile flowers, however, is in the man- 
ufacture of French and Italian ver- 
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mouth where very large quantities 
are used. 

The flowers are harvested about 
every two weeks by women and 
young girls who kneel between the 
rows and with both hands skillfully 
pick each flower. The larger flowers 
are first collected in wicker baskets 
and from there emptied into sacks 
standing along the fields. The har- 
vest of the season consists of about 
five to six pickings in each field. The 
flowers of the second and third pick- 
ing are usually the most beautiful 
and contain the most essential oil. 
In view of the great number of small 
fields, there are fresh flowers avail- 
able practically every day of good 
weather. 

The harvesters are paid according 
to the weight of fresh flowers gath- 
ered. The growers sell the fresh flow- 
ers to the herb exporters whose 
trucks daily collect the sacks of cha- 
momile flowers harvested during the 
day. The material is transported as 
quickly as possible to the kilns which 
are especially constructed for drying 
with compressed hot air. In these 
kilns, large quantities of flowers can 
be dried within a few hours. 

Five kilos of fresh chamomile 
flowers yield about one kilo of dried 
flowers but the ratio varies greatly 
according to dry or rainy weather. 
In dry, sunny weather, the flowers 
are very beautiful, large and pure 
white, whereas during rainy damp 
weather they appear grayish or rusty. 

The cultivation of Roman chamo- 
mile is a relatively important indus- 
try in Belgium. It extends over a ter- 
ritory comprising more than twenty 
communities and is carried out by 
several hundred families, all of whose 
members participate, since much la- 
bor is involved. 

Belgium produces yearly 200 to 
250 tons of dried flowers, the selling 
price of which fluctuates from year to 
year. Even in the course of one sea- 
son it is very speculative. During the 
past ten years, the price per kilo of 
dried Roman chamomile varied be- 
tween 10 and 30 Belgian francs. 


TABLE Vill 


Specific Gravity a;°: 
Optical Rotation ap: 
Refractive Index now’: 
Acid Number: 
Saponification Number: 
Solubility: 


Distillation of Oil 
of Chamomile 


Our average yield of 
essential oil from dried Belgian ma- 
terial, consisting only of flowering 
tops, was one per cent. Freshly 
distilled oil is light blue in color; 
upon prolonged standing it changes 
to a yellowish, brownish green. The 
odor of the oil is full and aromatic, 
the flavor sharp. 


Chemical and 
Physical Properties 


Gildemeister & Hoff- 
mann'® give the constants shown in 
Table VII. 

Genuine oils of our own distilla- 
tion showed the properties given in 


Table VIII: 


Chemical Constitution 


The chemsitry of es- 
sential oil of Roman chamomile has 
been investigated during the past 
ninety years by a number of workers: 

C. Gerhardt" established angelica 
acid as main constituent. 

E. Demarcay'’ proved that angeli- 
ca acid occurs as ester of normal 
butyl and iso-amyl alcohol. 

Fittig and Kopp'’* and Fittig and 
Kobig'® in a number of publications 


TABLE VII 
Specific Gravity «, 0.905 to 0.918 
Optical Rotation dip: —I° to + 3° (Ro- 


tation cannot al- 
ways be read be- 
cause of the dark 
color) 


Refractive Index np»: 1.442 to 1.457 


Acid Number: 1.5 to 14 

Ester Number: 210 to to 317 

Solubility: Soluble in 5 to 10 
volumes of 70% al- 
cohol, sometimes 
with turbidity, or 
soluble in | to 2 
volumes and more 
of 80% alcohol. 
Even in 80% alco- 
hol there is some- 
times opalescence 
and separation of 
paraffins. 

| i} il 

0.905 0.904 0.906 

Too Dark + 0° 48’ + 0° 40’ 

1.4428 1.4410 1.4421 

8.4 7.0 5.6 

295.9 301.5 296.8 


All were soluble in 80% alcohol but with 


separation of paraffin. 
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showed the presence of: an ester of 
iso-butyric acid, angelica acid butyl 
ester, angelica acid iso-amyl ester, an 
ester of an active hexyl alcohol, a 
CH, 

COOH 
probably also in ester form, an alco- 


H,,,O 


methacrylic acid CH, = C< 


hol of camphorous odor, C,, 
named anthemol. 

Later investigations supplemented 
these findings: 

E. E. Blaise*’ confirmed and some- 
what modified the findings of the 
earlier workers by suggesting the fol- 
lowing proportions: 500 grams of 
oil upon saponication yielded: 190 
grams of crude acids of which 90 
grams were angelica acid, 25 grams 
iso-butyric acid, and considerable 
quantities of polymethacrylic acid: 
and, as neutral products: 25 grams 
iso-amyl alcohol, 80 grams active 
hexyl alcohol, 33 grams anthemol, 
30 grams normal butyl alcohol. 

P. van Romburgh*' showed that 
the hexyl alcohol in the oil amounts 
to about 4 per cent. It is methyl 
ethyl propyl alcohol, 

CL 8, 
CH, 

The blue constituent, azulene, C, . 
H,, is present in the higher boiling 
fractions. It is the physiologically ac- 
tive principle of the oil, anti-inflam- 
matory. The paraffin compound sep- 
arating in solutions of 80% alcohol 


>CH CH, CH, OH. 


was named anthemene by L. Nau- 
din.** 

According to Klobb, Garnier and 
Ehrwein** it has the brutto formula 


ch... 


Application 
Oil of Roman cha- 


momile finds application especially 
in cordial work, in compounds of 
vermouth and in perfumes. It is 
also used for flavoring infusions and 
medicines. 
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NOT DEAD, BUT SLEEPING 


Not so much water has flowed 
under the bridge since the days when 
a toilet goods salesman who had any 
kind of a line at all took it for 
granted that there would be some 
toilet water on every order. A new 
toilet water in those days was an 
event—the big stores went for it in 
a big way, and the merry sound of 
gross lots was heard in the land. 

Today a little toilet water is sold, 
but darned little, and it’s too bad, 
because there’s an item that can go 
places. Not every woman can afford 
delicately carved crystals enclosing 
within their gleaming prisms highly 
concentrated essences of rare fra- 
grances, but almost everybody can 
go for a fair sized machine made 
bottle of that same fragrance in di- 
luted form at a moderate price. 

When you want a straight shot of 
liquor and no lost motion, there’s 
only one thing that will do, but 
many times a highball will fill the 
bill just as well, and when it is set 
before you it looks as though you're 
getting more for your money. The 
highball of perfumes—toilet water— 
can be brought back to its rightful 
place on the toilet goods counter. 
Maybe not under the name of toilet 
probably not—too many peo- 
ple have heard about the Scotchman 
who got banged on the head after 
his shave: but there are a lot of 
euphonious combinations of syllables 
in the French and English languages 
which will lend themselves readily to 








water 





Liebigs Annalen 67 (1848), 235.—Journ. 


f. prakt. Chem. 45 (1848), 321. 


Compt. rend. 77 (1873), 360; 80 
(1875), 1400. 
* Berichte der deutsch. Chem. Gesell. 9 
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Liebigs Annalen 195 (1879), 79, 81 
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~ Bull. Soc. chim. IV. 7 (1910), 940. 
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such a worthy purpose as the re- 
christening of an orphan. The ice 
has already been broken, and while 
there is yet considerable difficulty in 
informing the uninitiated just what 
is being attempted, concerted action 
on the part of producers should find 
such a process of education not an 
insuperable difficulty. 

The chemists will do their part- 
plenty of good formulae are avail- 
able—and, if the advertising people 
will come in out of the moonlit 
Oriental garden where all is glamor- 
ous and seductive and get down to 
cases and tell people what it is all 
about, there is an excellent oppor- 
tunity to add substantially to sales. 

Colognes were in a like condition 
of neglect a very few years ago, but 
two alert producers went after them 
in such a way that cologne not only 
came back, but went on to heights 
undreamed of in old days. 

This is a good opportunity for 
salesmen to try themselves out on 
broader selling. Selling just the 
buyer won't do. But with the right 
kind of story to tell the entire per- 
sonnel of the stores in their terri- 
tories, and backed up with the right 
kind of advertising, your salesmen 
can do much as actual ambassadors 
of commerce. 

Oh, yes, and the name. That cer- 
tainly must be right. Maybe the 
Editor will offer a prize for the best 
suggestion. (Ed. Note: Yeah—may- 
be!) 





59 





Te a UO 





It has long been known that compara- 
tively unimportant events exert a pro- 
found influence on the Slyle Trend, but 


very 


cosmetic manufacturers’ with 


few exceptions have been extremely 
slow in taking advantage of a fore- 


knowledge of fashion. Can we not add 


sales during the coming season? 


QE of the most 
glamorous of the new fabrics to take 
the feminine world by storm is up- 
holstery brocade, some of it shot with 
metal, and it calls for radiant make- 
up, for it comes in delicately tinted 
tones, yet in a variety of colors, some 
of them subdued, some brilliant. To 
wear this fabric becomingly a wo- 
man’s face must be in harmony with 
the sumptuousness with which she is 
clad. 

None of the more riotous shades 
of make-up will do, for this fabric, 
whether it be made into an evening 
frock, a wrap, or a hostess gown, is 
distinctly dramatic, yet reminiscent 
of the moyen age, and it calls atten- 
tion to the skin in no uncertain way. 


by Poilinn. bo cblipds 








y 










Dull powder, softly tinted skin, start- 
ling lip-rouge, practically invisible 
eye-shadow make this lovely fabric 
seem to belong to the woman wear- 
ing it, while the opposite effect is 
produced when too striking make-up 
is used. 

We were a little amused at the 
statement recently scanned, that the 
Tyrolean influence was predicated in 
America upon the production here of 
“White Horse Inn.” Rather, this 
country’s duplication was the cul- 
mination of years of popularity of 
the real White Horse Inn abroad, and 
simply served to point out here in 
New York, the immense vogue this 
style trend enjoys. The keynote can 
be capitalized upon by manufactur- 





A fine example of cooperation between manufacturer and store. Carson, 

Pirie & Scott in Chicago showed this window banked with pine on either 

side and a centerpiece of plumes, a portent of the coming Coronation, 
as a setting for a well known perfume. 
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ers who have the vision to realize the 
importance of this influence and the 
likelihood of its continuance. We 
first called attention to the Tyrolean 
influence in this department as long 
ago as last March! 

The Dalmatian trend, on the other 
hand, is likely to be short-lived, 
though it is beautiful and the gold- 
embroidered boleros and _ girdles 
making their appearance here now, 
could profitably be supplemented by 
hand-bags containing make-up ap- 
purtenances and perfume, because 
any style that is authentic as to back- 
ground and has an unusual eye-ap- 
peal, can be popularized and retained 
long enough to cash in on it. 

Mid-season couturier news is indic- 
ative of a very feminine spring and 
summer. Transparent effects are go- 
ing to be high fashion, and there is 
no mode more graceful, nor illusion- 
lending than this one. Evening frocks 
have undergone an important evolu- 
tion in one respect. Transparent dra- 
peries will accent rather than outline 
the silhouette. This means that dra- 
pery appears as trimming, lending 
enchantment to a clinging sheath of 
crepe, satin, or some equally fem- 
inine fabric, and transparent arm- 
hole or shoulder chiffons float mist- 
ily out as they swing free from the 
figure. 

Transparent coats, often intricate- 
ly embroidered, bordered, tucked or 
ruffled, are worn over simple princess 
evening gowns, and strike another 
new note. Transparents even invade 
the daytime mode, for there will be 
ankle-length chiffons; linens and 
voiles will have chenille stripes, and 
chiffon, lace, organza and tulle are 
gaining favor in the couture houses. 
Patou, Chanel, Francevramant and 
Maggy Rouff are in the front rank 
of the couturiers who are sponsoring 
transparent effects and they are also 
showing flowers as motifs and ac- 
cents in various ways. Patou’s flow- 
er embroidered bouquets; cut-velvet 
flowers forming a lovely bolero: 
printed flower fabrics, are straws that 
show which way the wind of femin- 


The American Perfumer 





neh 


. 




















































= 


NR oth REE IIT 


' 
f 
: 
' 
; 
: 
t 
; 
5 
; 





ine favor will blow this coming 
season. 

All this fashion news directly af- 
fects toilet goods manufacturers, who 
by knowing in advance what the style 
trends are going to be, can key their 
products, advertising and promotions 
accordingly. It is heartening to note 
how many of them are doing so now, 
and how the others one by one are 
falling in line and realizing how in- 
formation thus gained can be made 
to bring in dollars and cents. Wo- 
men will buy a modern package, de- 
signed to harmonize with the prevail- 
ing mode a great deal quicker than 
an outmoded one, as the canny manu- 
facturers know. 

The zest for the coming Corona- 
tion has suffered a severe jolt with 
the abdication of Edward VIII. While 
the new King will have the loyal sup- 
port of his people, it is unlikely that 
he will ever attain the popularity of 
his brilliant brother. Just what ef- 
fect the tinge of sadness that fills the 





hearts of British subjects, never to 
appear on the surface, will have on 
the style trend, it is still too soon 
after the blow has fallen to venture a 
prediction, as this department goes 
That it will have an effect 
is undeniable, for Edward VIII was 
interested in clothes both masculine 


lo press. 


and feminine, and exerted a wide in- 
fluence on style centres both here and 
abroad. It is still too soon to know 
how profound and far-reaching the 
effect may be. The perceptible pause 
prolonged becomes unendurable, so 
British, French and American cou- 
turiers will get on with their busi- 
nesses, and when we know what the 
outcome of the recent English crisis 
on feminine attire and toilet goods 
will be, we'll tell you about it, for 
-as you've discovered long since!- 
our ear to the ground has become 
habitual, that we may uphold the 
tradition of this publication to serve 
you, authentically, honestly and fear- 
lessly. 


Serious shortage of merchandise during the “Rush” season is 


excusable in very few instances. 


It is pretty tough to turn 


down last minute orders and very seldom necessary if you give 
the supplier any sort of co-operation. More than a Selling Hint 
is given in the following suggestion. 


Among other things, we’ve been 
hearing that sales in stores seemed 
“spotty” and that came from the buy- 
ers. Also that there was a shortage 
of some manufacturers’ merchandise, 
and that not only inconvenienced the 
stores, but goes far deeper than that, 
because it means that manufacturers 
lost sales on some of their items, and 
let the consumer down. 

Analysis shows that there is one 
very serious reason for this. Suppliers 
cannot perform miracles. If goods are 
ordered of the last minute; if the 
original order is not large enough 
and the specifications and dates for 
delivery not elastic enough to give 
the supplier time to do a really good 
job, and ship his finished goods on 
time, how can the manufacturer ex- 
pect to complete his part of the con- 
tract by sending the stores enough 
merchandise to fill the unprecedent- 
ed demand that this very active sea- 
son afforded? 

Yet just this condition has pre- 
vailed. Box makers have not only 
been working overtime, but have been 
interrupted while keeping their fac- 
tories running at full speed, by irate 
telephone calls from manufacturers 
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demanding their containers—day be- 
fore yesterday! 

The same thing applies to bottles, 
labels, compacts, lip-rouge cases. We 
know, for we’ve been in these places 
when manufacturers have barged in 
peremptorily insisting that their or- 
ders be sent out immediately. 

The men and women who make 
these supplies for you are human be- 
ings too, you know, and _ skillful, 
hard-working individuals, not autom- 
atons. They deserve your considera- 


The (Question Box acts as a clearing house to help you solve 


your merchandising and sales promotion problems. 


your own questions. 


shall we! 


Q. Will you please tell me what item 
in @ cosmetic line runs into the 
largest volume, and which item in 
make-up has the greatest consumer 
demand? 

A. Cleansing cream in the first class, 
powder in the second. The reason, 
from a woman’s standpoint is obvi- 
ous. It takes more cleansing cream 
to remove make-up and dust particles 


We shall be glad to answer them and 
shall not reveal your name. So you may be quite frank and so 





This handy De Vilbiss traveling atomizer 

is both decorative and convenient to take 

on either a pleasure or business trip. It 

locks by turning the bulb, and has a smart 
case in which to carry it. 


tion and understanding, and should 
have it. The supplier wants your 
business, but he has to depend upon 
his factory-workers for cooperation, 
just as you have to depend upon his 
finished 
product to the stores, and they in 
turn have to depend upon the girl 
behind the counter. 5 

Know what you want before you 
order your 


cooperation to get your 


supplies. Anticipate 
your demand in advance of placing 
it. Pay a fair price for what you 
want, and don’t chisel a few cents 
here and there and expect to keep the 
good-will of the supplier on any 
other basis. Order your container in 
time, and make your delivery date 
elastic enough to get a satisfactory 
house for your product; to send it 
on its way to its user in dignity and 
grace instead of irritated haste, with 
grumbling and a grouch. 

Believe us, it will pay in good- 
will, good temper, and good profits! 


Send in 


than it does to lubricate the skin with 
any other product. Cleansing cream 
is the starting point for all kinds of 
skin treatment and make-up. 

A smaller amount of rouge, lip- 
stick, eye preparations, are used in 
proportion to the powder consumed, 
because it covers a larger area and is 
more essential to women than any 
other single item of make-up. 
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NEWS and EVENTS 


Eddy Again Heads 
Insecticide Group 


Willim B. Eddy of 
the Rochester Germicide Co., was re- 
elected president of the National 
Association of Insecticide and Disin- 
fectant Manufacturers at its annual 
convention at Philadelphia in De- 
cember. Other officers elected at the 
convention are: vice-presidents, W. 
G. Griesemer, Black Flag Co., and 
J. L. Brenn, Huntington Laborato- 
ries; secretary. John H. Wright, John 
H. Wright Co.: treasurer, John Pow- 
ell, John Powell & Co. H. W. Cole 
of Baird & McGuire, was made an 
honorary member. 


Maine Cosmetic Law 
to U. S. Supreme Court 


Upon appeal of 
Bourjois, Inc., the United States Su- 
preme Court has consented to hear 
its case against the state of Maine, 
involving the constitutionality of the 
state Cosmetic Act. The company 
contends that the state has no right 
to destroy its market there by forcing 
registration of its products there as 


wi 


SS) 


month. 
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a prerequisite to their sale. This, the 
company contends, is interference 
with interstate commerce. The appeal 
will probably be argued late in the 


Winter. 


Chicago Perfumers 
Elect Hanshaw 

T. E. Hanshaw was 
elected president of the Chicago Per- 
fumery, Soap & Extract Association 
for the coming year at the annual 





Mr. Hanshaw Mr. Vance 


meeting of the organization at the 
Lake Shore Athletic Club, December 
29. Mr. Hanshaw served as vice- 
president last year. With him were 


elected W. Kedzie Teller as_ vice- 


ae . 


president and Martin B. Vance as 
secretary and treasurer. Mr. Han- 
shaw, who is president of the Thayer 
Pharmacal Co., succeeds George A. 
Wrisley as president. 

Reports of the standing commit- 
tees were presented at the meeting. 
the most interesting being that of the 
legislative committee which discussed 
at length the activities of the group 
along legislative lines. 


Fritzsche Brothers 
Holds Sales Conclave 


Beginning December 
16, Fritzsche Brothers, Inc., held its 
annual conference at the New York 
headquarters, in the Port of Authori- 
ty Commerce Building. Representa- 
tives from all parts of United States 
and Canada participated in the three- 
day conclave. A full program, in- 
cluding daily round-table discussions 
with the various department heads 
provided opportunity for considera- 
tion of their problems and for ac- 
quainting the representatives more 
intimately with the company’s aims, 
efforts and achievements in the field 
of practical and experimental re- 
search. A series of motion pictures 
demonstrating different phases of the 
firm’s work abroad were shown by 
Dr. Ernest Guenther to provide more 


The Allied Drug & Cosmetic Association of Michigan gave its annual Christmas Party at the Detroit Leland last 
{ fine floor show, entertainment, door prizes and dancing were the features. 
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Fritzsche Brothers Sales Group. 
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irmstrong, secretary: W. A. R. Welcke, treasurer: F. H. 


Leonhardt, president; B. F. Zimmer and Geo. L. Ringel, vice-presidents. 


complete understanding of the vari- 
ous aspects of natural flower and 
citrus oil production. 

Each day, between sessions, lun- 
cheons were held at the Hotel New 
Yorker. Dinner and entertainment, 
culminated in the company’s annual 
dinner dance on Saturday. 

An excellent 10-piece orchestra ac- 
companied from time to time by the 
singing of a professional vocalist 
added to the gayety of the party 
which continued until 3 A.M. 


Rosenfeld and Lande 
Sail for Europe 


Al Rosenfeld, presi- 
dent. and S. Theodore Lande, vice- 
president of Al. Rosenfeld, Inc., New 
York, sailed January 5, for a visit to 
Paris and London. They will be gone 
several weeks and will visit the head- 
quarters of the companies that they 
represent in America. 


Salesmen Hold 
Christmas Party 


The annual dinner 
of the Salesmen’s Association of the 
American Chemical Industry was 
held at the Park Central in New 
York, December 29. The affair was 
in the nature of a Christmas party 
and was one of the best attended in 
years. Excellent entertainment fea- 
tured the evening. A feature was the 
announcement of a total of 19 new 
members including Ken King of du 
Pont, Fritz Lueders, Jerry Furman of 
Merck, Ralph Stevenson of Givau- 
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dan, Alec Henderson of Allied: Jim 
Kerrigan of Merck and Charlie 
Welch of the T.G.A. Volume 12 No. 
l of the Chemical Peddler was dis- 
tributed and upheld the journalistic 
traditions of the group. 


de Hoyos, Jr. Stars 
as Fisherman 


Luis Warren de Hoy- 
os, son of Mayor Luis de Hoyos, 
manager of Synfleur Scientific Labo- 
ratories, Inc., Monticello, N. Y. is 
following in the footsteps of his fath- 
er as a producer of results. As a 
sportsman, Mr. deHoyos, who is 15 
years old, is considered one of the 
keenest in the county. He is six feet 
tall and weighs 200 lbs. He has a 
complete assortment of guns and 





fishing tackle which he uses with 
marked effect as indicated by the ac- 
companying photograph of his re- 
cent fishing expedition. In this pho- 
tograph, Mr. de Hoyos is shown at 


the left. Like Mr. de Hoyos’ other 


son, Luis, Jr., he is also an enthusi- 


astic collector of stamps and coins. 


Cosmetic Companies 
Answer Patman Complaints 

The four companies 
cited by the Federal Trade Commis- 
sion under the Robinson-Patman Act, 
for discounts, demonstrator and PM 
practices, have all made formal re- 
plies to the Commission’s complaints. 
They are Richard Hudnut and subsi- 
diaries, Elmo, Inc., and subsidiaries, 
Coty, Inc., and subsidiaries and Bour- 
jois, Inc., and subsidiaries. 

The answers take the form of gen- 
eral denial of practically every sec- 
tion of the complaints and particu- 
larly that the use of demonstrators 
and PM’s as used by these companies 
constitute violations of either the 
Robinson-Patman Act or the Federal 
Trade Commission Act. Their use 
has been on “proportionately equal 
terms” according to the defendants 
understanding of the law, which de- 
fendants claim is vague and uncer- 
tain. Unfair competition arising 
from PM’s and demonstrators is spe- 
cifically denied. 


Drug Trade Dinner 
on March Fourth 


The annual Drug 
Trade Dinner this year will be held 
March 4 at the Waldorf-Astoria Ho- 
tel in New York. Committee of the 
Drug, Chemical & Allied Trade Sec- 
tion of the New York Board of Trade 
are already working on the affair and 
it is expected that it will again be the 
huge success which it has been in re- 
cent years. Unusual plans for a 
speaker have been reported. 
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Winter Sports preparations have been placed on the market by several 

















manufacturers and some of them follow the lines of recent articles in 


these pages. 


Here are shown the Primrose House ski kit, Antoine’s ski 


cream and lipstick, and the ** Chap-Stick”’ a preparation suitable for both 
men and women. 


New Jersey Machine 
Appoints Coast Agent 


Carl Lambelet, presi- 
dent of the New Jersey Machine Co., 
Hoboken, N. J., has advised that on 
a recent trip to the Pacific Coast he 
appointed L. H. Butcher Co., Western 
agents for his company. A _ limited 
stock of the company s “Pony Label- 
rite” and “Pony Gummer” will be 
carried by the Butcher company to 
insure rapid service and deliveries. 
Offices of the latter are located in 
Los Angeles, San Francisco, Port- 
land, Seattle and Salt Lake City. 


Howard Dunney a 
Football Star 


William Dunney, Sr. 
and William Dunney, Jr., well known 
perfumery chemists with Ungerer & 
Co. will long remember this football 
season just finished. Howard Dunney, 
the youngster in this family of giants, 
has just received a large silver trophy 
for his star punting and all around 
end play in the stunning 7-0 upset he 
and N.Y.U. gave Fordham (Rose 
Bowl Candidate) in their Thanksgiv- 
ing Day clash. 


Magnus Debates 
Minimum Wages 


Percy C. Magnus, 


president of Magnus, Mabee & Rey- 
nard, Inc., and president of the New 


York Board of Trade, Inc., took the 






OF 


negative side of a debate on the ques- 
tion “Should New York State Enact 
a New Minimum Wage Law for 
Women in Industry?” over the WOR 
Forum Hour, December 20. Mr. 
Magnus contended that such action 
violated freedom of contract, inter- 
fered unduly with legitimate busi- 
ness, and was designed primarily to 
keep women out of industry. He held 
that protection of women in industry 
could be accomplished in other ways. 


Ash Now Connected 
With Zell Products 


Jo Ash who has been 
associated with the toilet prepara- 
tions industry for 52 years has joined 
the Zell Products Corp., 347 Fifth 
Ave., New York, N. Y., in a sales 


capacity. 


Bennett Returns 
From Mid-West 


Irving Bennett, sales 
manager of Compagnie Parento, Inc., 
Croton-on-Hudson, N. Y. recently re- 
turned from a business trip in the 
He made his 
headquarters at the Chicago branch 
of the company, 443 South Dearborn 
St. which is under the direction of 
E. J. McBrady. 


Mr. Bennett was very much pleased 


midwestern territory. 


with the improved business condi- 
tions of the consuming industries, 
which reflected in the sales of aroma- 
tics, essential and floral oils and per- 
fume compounds through the Chicago 
sales unit of Compagnie Parento. 








Weicker Resigns from 
Dodge & Olcott Co. 


Herman G. Weicker 
has resigned as executive vice-presi- 
lent and director and has sold his 
stock interest in Dodge & Olcott Co., 
New York. Mr. Weicker joined the 
company about ten years ago and has 
made an enviable record both for 
himself and for Dodge & Olcott Co., 
during the trying period of the de- 
pression. Mr. Weicker has been very 
active in industry affairs, a member 
of the code committee and former 
president of the Essential Oil Dealers 
He states that he will 
inactive and will an- 
nounce his future business intentions 


Association. 
not remain 


at a later date. 

Lansing P. Reed, partner in the 
law firm of Davis, Polk, Wardwell, 
Gardner & Reed, has been elected 
director of Dodge & Olcott Co., suc- 
ceeding Mr. Weicker. 


Ertel Sails for 
European Visit 


Fred J. K. Ertel, 
president of the Ertel Engineering 
Corp., New York, sailed with his 
family December 19 for a business 
and pleasure trip of two or three 
months in Europe. He expects to 
spend considerable time with his 
London representatives, Farrow & 
Jackson, and, if time permits, will 
also visit the Leipzig Fair. 


van Ameringen-Hacbler 
Gives Christmas Party 

van Ameringen- 
Haebler, Inc., New York, gave its an- 
nual Christmas party to the trade De- 
cember 29 and more than a hundred 
members of the industry enjoyed the 
company’s hospitality. Guests were 
greeted by A. L. van Ameringen, 
president; Dr. W. T. Haebler, vice- 
president; and other officials of the 
company. 


Norman Heads California 
Cosmetic Association 

The annual meeting 
of the California Cosmetic Associa- 
tion for the election of officers was 
held December 9 at the Hotel Knick- 
erbocker in Hollywood. The slate 
nominated by the nominating com- 
mittee was presented to the members 
at this meeting and was elected 
by a ballot. Officers 
for the coming year are: president, 


unanimous 
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Andrew Norman, Merle Norman; Ist 
vice-president, F. A. Fetsch, Calif. 
Cosmetic Corp.; 2nd vice-president, 
Wm. Nassour, Castilian Products; 
secretary, Davis Factor, Max Factor 
Co.:; treasurer, Louis Herzberg, Moon 
Glow Cosmetics; trustees, D. 5. Cow- 
ling, Gene Palmer Co.; W. R. Sch- 
midlapp, Shor Laboratory; E. J. 
Schmitz, Kays Cosmetics; H. Hors- 
fall. Ivor of Hollywood. 

\ most interesting meeting was 
held after the election of officers. A 
discussion of the recent Trade Prac- 
tice Conference and the California 
Cosmetic Association letter to H. L. 
Brooks, president of the T. G. A., was 
led by Mr. Cowling of Gene Palmer, 
Capt. H. Clyde Balsley of Merle 
Norman, and A. P. Willats of Co- 
lonial Dames, and the association 
went on record as indorsing the sen- 
timent expressed in the letter. A let- 
ter from S. L. Mayham, Editor of 
The American Perfumer was also 
After this dis- 
cussion most interesting talks were 


read and discussed. 


given on the latest excise tax activi- 
ties and anticipated California legis- 
lation by Gail B. Selig, attorney for 
the California association; purifica- 
tion of essential oils and preparation 
of aromatic isolates by Dr. Alexan- 
der Katz of Florasynth Laborato- 
tories; and the real facts and condi- 
tions about the maritime strike on 
the Pacific Coast which is so adverse- 
ly affecting the toiletries business 
there by Maurice Carasso. 


Sherwood Petroleum 
Gives Christmas Party 


The good fellowship 
which is characteristic of the organi- 
zation of the Sherwood Petroleum 
Co. manifested itself in no uncertain 
degree when well over 100 members 
of the organization and guests gath- 
ered in the main offices in Brooklyn, 
December 24, for the annual Christ- 
mas celebration. 

Harold Sherwood, founder of the 
company, assisted by his associate 
of many years, Arthur Glacel and 
William Kroneman, Julius Flescher 
and the officers, received the guests. 
Following a repast, dancing was en- 
joyed until a late hour in the after- 
noon, 


A. Maschmeijer, Jr. 


A. Maschmeijer, Jr., 
founder and head of the perfume raw 
material organization of that name 
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died at his home in Amsterdam, Hol- 
land, December 7. About 38 years 
ago, Mr. Maschmeijer entered the 
rather undeveloped field of synthetic 
aromatics with the manufacture of 
several chemicals that were rare at 
that time. Being an outstanding 
chemist himself, with a staff of 
skilled assistants he discovered many 
new aromatic chemicals which proved 
later of great value in perfumery. 
To take care of the increased de- 
mand for his products in the United 
States, Mr. Maschmeijer opened a 
branch in the United States with 
headquarters in New York, in the 
Fall of 1927. 
to increase it was found necessary to 


\s business continued 
manufacture several products — in 
America, and in 1933 a plant was 
opened in Newark, N. J. Mr. Masch- 
meijer had made several trips to the 
United States and had paid personal 
visits to many of his friends in the 
perfume industry. He had contem- 
plated another trip this month. 

Anticipating an eventual retire- 
ment, Mr. Maschmeijer had trained 
a capable staff of directors which 
will continue the management of the 
organization without any change in 
the company’s general policies. 








Ralph E. Tweed 
Ralph E. 


Tweed, 
founder of R. E. Tweed Co. of Phil- 
adelphia, died December 24. Mr. 

Tweed, who had been very active in 
advertising circles and widely known 
for 16 years as head of his own ad- 


vertising agency, was born in Spar- 
ta, Illinois. Mr. Tweed successively 
became advertising manager of the 
International Harvester Co., sales and 
advertising manager of the Franklin 
Printing Co., advertising manager of 
the Welsbach Co., and contact execu- 
tive for Frank Presbrey Agency. In 
1920, he founded R. E. Tweed Co. 
Mr. Tweed, who resided in Upper 
Darby, Pa., was a member of the 
Advertising Club of New York and 
the Penn Athletic Club of Philadel- 
phia. 


Hugh P. McCormick 


Hugh Perry McCor- 
mick, a vice-president of McCormick 
& Co., Baltimore, died early in De- 
cember in that city. He was a broth- 
er of the present head of the company 
and a nephew of its founder, the late 


W. M. McCormick. 


his widow and two children. 


Surviving are 


NEW PRODUCTS AND PROCESSES 


Under this heading are published 
brief articles concerning interesting 
new products and processes offered 
in the industry. The material is in 
every instance furnished by the spon- 
sor of the product and the article is 
not to be considered an endorsement 
by this journal. 


“Tegolan” 
Th. Goldschmidt Corp., New York 


has announced a new product to be 
known as “Tegolan”. This product, 
according to the company’s an- 
nouncement is “a brand of lanolin 
alcohol containing 33% free and 7% 
combined cholesterin. It is entirely 
derived from lanolin and comes in 
the form of a wax, broken into 
lumps. 

“The free cholesterin content of 
‘Tegolan’ should not be confused 
with ‘cholesterin value’. Lanolin, for 
instance, has a cholesterin value of 
14%, but its free cholesterin content 
is only around 1%, the balance is 


combined cholesterin. ‘Tegolan’ is 
recommended for use as a source of 
cholesterin and not as an emulsifier. 
One-half of 1% ‘Tegolan’ in a cream 
is all that is needed for nourishing 
effect. The cholesterin crystals avail- 
able today are so expensive that they 
are out of reach of the average cos- 
metic manufacturer. “Tegolan’, how- 
ever, contains cholesterin in a form 
and at a price which warrant its use 
in all creams and lotions.” 


“Castile Soap Granules” 


Kranich Soap Co., Brooklyn, has 
placed on the market a special grade 
of Castile soap, known as “Castile 
Soap Granules”. The new product, ac- 
cording to the company’s announce- 
ment “eliminates high cost, trouble 
in dissolving, necessity of warmth to 
keep it in solution, and other ob- 
jectionable qualities of the old 
fashioned type.” It is especially rec- 
ommended by the company for sham- 
poos and other similar products. 
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REVIEWS OF TECHNICAL BOOKS 


HANDBOOK OF CHEMISTRY AND 
Puysics. Edited by Charles D. Hodg- 
man, M.S., 2024 Pages. Chemical 
Rubber Publishing Co., Cleveland, 
Ohio. 1936. Price, $6.00. 

The 21st edition of this most useful 
work follows largely the lines of the 
edition of last year. Revisions have 
been made in a few of the tables but 
no great amount of new material has 
been added. Principal changes and 
additions are as follows: The nu- 
merical table has been divided into 
two parts, one of which gives the 
reciprocals and circumference and 
area of circles and the other is wholly 
devoted to squares, cubes and roots 
which are carried to seven significant 
places. A table of haversines and 
considerable material on_ statistics 
has been added. The photographic 
section has been enlarged by the in- 
clusion of many new formulae and 
tables. 
plastics have been included for the 
first time. There is a revised table 
of isotopes. Several other useful but 
minor tables have also been added. 

The book follows the style in 
printing and binding of the former 
editions and the arrangement and 
order of the material is excellent. 


S. L. M. 


Properties of commercial 


[] THe Extra PHARMACOPOEIA. 
Martindale & Wescott. Volume II, 
twentieth edition, 1935. Published by 
direction of the Council of the Phar- 
maceutical Society of Great Britain. 
The Pharmaceutical Press, London. 
Price, 22/6 net. 

This 61% by 4 by 1 inch book, though 
looking like a prayer book, contains 
889 pages of important and valuable 
facts. Every branch of pharmacy and 
many branches of chemistry are dis- 
cussed in detail. Data are up to date 
and the bibliography well presented. 

On page 225, for instance, is a 
brief but concise discussion of pH. 
On the next page, indicators and uses 
are reviewed. And so on for each 
page. 

Over on page 238 we find a section 
devoted to Tests,” 
which really is a chart of physical 
and chemical constants, with charac- 
teristic reactions of many medicinal 
itself is 
unique, and, to this reviewer, worth 
the price of the book. For instance, 


““Corroborative 


compounds. This section 
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the tests for zinc phenolsulfonate we 
find to be mighty interesting—and 
easy, too. 

Further on in the book is a sec- 
tion on sterilization and another on 
disinfectants. Just after this is a dis- 
cussion of “Chemotherapy,” the “Re- 
lation Between Chemical Constitution 
and Physiological Effect.” A_thor- 
ough and brief discussion of this 
subject, and many interested in this 
phase of pharmacy can save them- 
selves the price of a special book on 
the subject. Near the back of the 
book is a section devoted to propri- 
etary medicines, in which the name 
and composition of many such prod- 
ucts are given. Another very valuable 
inclusion in the book is the 8-lan- 
guage glossary of terms used in phar- 
maceutical practices. As the name 
implies, this little book is an extra 
pharmacapoeia. This reviewer finds 
it mighty useful. So will you. 


M. G. pE NAVARRE. 


(] How to Seri Cosmetics. By 
Edyth Thornton, McLeod. 104 pages. 
The Drug and Cosmetic Industry, 
New York, 1937. Price, $2.00. 

It’s a nervous shock to one’s business 
system to come across a book on 
“how to sell something” that scarce- 
ly mentions the word “sell” and in 
which the sales-trite words “display” 
and “suggest” are no more than inci- 
dental. Such is Edyth Thornton Me- 
Leod’s new handbook for cosmetic 
sales girls! Miss McLeod, as intro- 
duced by Elmer Sheets, editor of Toi- 
let Requisites, is the country’s fore- 
authority on 
training. 

Apparently, Miss McLeod has a 
three-fold selling philosophy: (1) 
Selling 1S Believing (2) Selling 1S 
Knowing, and (3) Selling Effective- 
ly 1S “Practicing What You Preach.” 
Her book is a bin of coherent facts 
shot through with gleams of terse hu- 
mor that spur on the reader from the 
initial capital to the final exclama- 
tion point. It undertakes to inspire 
and instruct with emphasis on the in- 
struction. 

In a comparatively short series of 
compact little chapters, Miss McLeod 
puts firmly in black and white the 
basic facts about treatments and 
make-up that should be the mental 
equipment of every cosmetic sales 


most cosmetic sales 


girl, She outlines methods, lays 
down definitions, stresses the impor- 
tance of following beauty routines 
literally, offers advice on how to 
combat specific customer difficulties, 
gives vaiuable data on the fashion 
angle, and clears up some of the 
common misconceptions on allergy. 

But, most noteworthy, Miss Mc- 
Leod underlines all of these things 
with the necessity for tactful and 
sympathetic understanding of the 
customer as a woman in search of 
greater happiness through greater 
beauty. She urges the sales girl to 
adopt a kindly, helpful attitude in- 
cluding the gracious giving of practi- 
cal beauty suggestions which abound 
throughout the book. Sales are then 
the natural result, not the nerve- 
racking goal! 

“How to Sell Cosmetics” will re- 
new the acquaintance of hundreds of 
sales girls throughout the country 
with this widely known cosmetic per- 
sonality. But it will bring even more 
in the way of guidance and inspira- 
tion to the hundreds of other sales 
girls who have never had the oppor- 
tunity of attending cosmetic training 
schools and who sadly need all that 
the book contains. To the manufac- 
turers, this book, so devoid of hol- 
low-sounding phrases, will bring a 
fresh, stimulating training approach. 


Vt 


| THe CHEMISTRY OF COSMETIC 
Practice by Francis W. Howes. 
Published by author, Lindblom High 
School, Chicago. 1936. 92 pages. 
$1.00. 
Those of the industry who have not 
had much chemistry, or none at all. 
will find this book instructive. It is 
intended for beauty operators, the 
author writes this reviewer. The sec- 
tions on inorganic and organic chem- 
istry are the two best ones of the 
book. 
peroxide, soaps and shampoos are 
the next best. The section on anti- 
septics lists organic materials under 
the heading of “Inorganic Antisep- 
tics”. The chapters on cosmetics 
could stand refinement and in some 
places — rejuvenation. Since _ the 
book is not intended for cosmetic 


The chapters on hydrogen 


technicians, perhaps the drawbacks 
noted are not serious. Regardless. 
it is a worthwhile book to have. es- 
pecially for those wanting a bit of 
chemistry without the details and 
time necessary to read a chemistry 


text book. M. G. pbE N. 
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The second installment of the article on manicure preparations 
by RALPH H. AUCH treats of the formulation, manufacture 
and testing of the elements of such a line other than the polish, 
which was discussed in the first installment in December. 


EARLIER, _ polish 
itself was directed to be used to re- 
move the old worn polish film. 
This was obviously wasteful of the 
polish and messy at best to use. 
Later a simple mixture of solvents 
was offered in combination with the 
polish or separately. Fancy pack- 
ages and excessive prices for such 
a commonplace product soon found 
milady taking an empty bottle to 
her favorite druggist or toilet goods 
counter to be filled with acetone, or 
her pet mixture of common solvents 
for a few cents. 

Larger bottles of solvents, daintily 
scented and tinted were offered at 
more moderate prices in an attempt 
to bring her back into the fold. 
Then, happy thought! Oily Polish 
Remover! Catch phrases or copy 
books, such as, “Contains an oil that 
works into the cuticle leaving it soft, 
smooth and _ pliable.” 
leave the nails and cuticle dry and 
brittle,” helped materially in their 
introduction and acceptance. 


“Does not 


The method of preparation is to 
add two or three per cent of oil to 
a solvent mixture that has been 
found effective and not offensively 
odorous in use and possessing little 
or no residual odor. Tint and scent 
it as desired and incorporate castor 
oil or distilled pine oil. Any resi- 
due of the former acts as a placit- 
cizer as does the latter until it has 
volatilized. Any hydrocarbon, such 
as white mineral oil, should be 
avoided as any residual oil impairs 
adhesion and may adversely affect 
the luster. All this, of course, is on 
the subsequently applied polish. 
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The best remover is one built 
around ethyl acetate or some other 
ester. Since nitrocellulose is an es- 
ter, the often quoted rule that “like 
dissolves like” holds true. It is im- 
portant that the remover be not only 
a good solvent but a quick one. It 
must completely dissolve the old pol- 
ish film before the remover solvents 
have a chance to volatilize. 


Cuticle Remover 


Removing cuticle 
mechanically with scissors in home 





Leather cases are ideal containers for manicure sets. 
the items are arranged, and the manner in which the entire interior is 


utilized. 


Manicure Specialties 


manicure practice has been almost 
wholly superseded by 
chemically with cuticle 
However, the practice is fraught with 
danger so that simple explicit direc- 
tions should be prepared with the 
greatest care and carried legibly on 
the label. In fact, cautions on the 
label are not amiss. Cautions 
which are admittedly bad market- 
wise are quite generally accepted as 
better than law suits. Two widely 
used formulations are based on 
either soda or potash lye or else tri- 


removing it 
remover. 


Note how compactly 


Sets, upper row, left to right, courtesy of Barbara Bates and 


La Crosse Manicure Cutlery Co.; lower row, Northam Warren Corp. and 
Dorothy Gray. 
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sodium phosphate as the active in- 
gredient, i. e. the tissue disintegrat- 


ing substance. Typical formulae 
follow: 
Sodium or Potassium 
Hydroxide 1.25 to 2.00 
Glycerine 10 to 20 
Perfume ‘ q. s. 
Water q. Ss. 
To make 100 


Cuticle removers containing tri- 
sodium phosphate are usually: 


Tri-sodium Phosphate 7 to 10 
Glycerine ‘ 10 to 30 
Perfume @, & 
Water ; q. Ss. 
To make 100 


The alkaline nature of these prod- 
ucts makes them difficult to scent as 
some essential oils are saponified 
and many aromatic chemicals are 
decomposed or changed in charac- 
ter. Any perfume compound pre- 
pared for use in cold soap manu- 
facture will likely stand up best in 
such a preparation. 

Since alkalis or alkaline salts tend 
to etch the glass bottle and to form 
a precipitate it is the part of wis- 
dom to use either an all round label 
or, better, to employ a frosted bottle. 
\ rubber stopper or molded plastic 
threaded cap should be used as the 
closure. 

Attempts have been made to mer- 
chandise a cuticle remover in cream 
form in a collapsible tube fitted with 
nasal tip for convenient application. 
The fact that one of the most ag- 
gressive merchandisers has dropped 
it from his line less than three years 
after launching it indicated that it 
did not meet acceptance. 

However, a patented composition 
consists of approximately ten per 
cent sodium stearate in a 3 to | 
glycerine mixture with three per 
cent potassium hydroxide added. 
The advantage, if any, of cuticle re- 
mover in cream form is a little bet- 
ter control of application and _ less 
likelihood of burning surrounding 
tender tissues when carelessly ap- 
plied. 

The ingredients used in powder 
polish are many. Included are mild 
abrasives, such as tin oxide, kaolin. 
infusorial earth, zinc oxide, talc, 
pumice flour, silica dust and preci- 
pitated chalk; also insoluble soaps 
to impart lustre, such as tin oleate 
tin stearate, zinc oleate and zinc 
stearate and even the highly odor- 
ous oleic acid. Powders have been 
formed into cakes with the aid of 





tragacanth or other mucilage and 
even into sticks with an ointment base. 

One that is very speedy, removes 
ridges quite well and imparts a high 
lustre without an undue amount of 
buffing and that may be varied to 
suit the individual follows: 


Tin Oxide (Putty Powder) 40 
Infusorial Earth (325 Mesh) 55 
Stearic Acid (Powdered) 5 
Color (Pigment) q. Ss. 
Perfume : ; q.s 

To make... 100 


\ variation that works practically 
if not equally well is to replace the 
powdered stearic acid in the above 
formula with butyl stearate. The 
advantage of this latter ingredient 
is that it will have no adverse effect 
on the lustre and adhesion of sub- 
sequently applied liquid polish. The 
fact is that it will exert at worst only 
a plasticizing effect. 

Either acts as a lubricant making 
the polish less distasteful in use, less 
liable to make cold chills run up 
and down the backs of sensitive 
users. It eliminates the use of talc 
to impart slip and tale at best is 
only a diluent for its abrasive prop- 
erty is practically nil. 

It will be noted that the suggested 
color is a pigment. Carmine has 
been widely used ever since powder 
and cake polishes came into being. 
At best, it imparts a sort of dirty 
color and pigments and cakes are 
far better suited because of the rela- 
tive ease in incorporation and _ bril- 
liance of tints. 

Tin oxide is an excellent nail pow- 
der abrasive but it is also quite ex- 
pensive. It may be replaced in part 
under certain conditions with zinc 
oxide or titanium dioxide, silica dust 
or a heavy grade of precipitated 
chalk and possibly amorphous silica. 

Polish cakes and pastes are quite 
passe. An attempt has been made to 
rejuvenate the paste in the form of 
a convenient hard pencil or stick. 
A very stiff ointment high in wax 
is the base and silica dust is the 
preponderant abrasive. The ointment 
reduces the bite of the silica to a sat- 
isfactory degree and it is perhaps the 
cheapest of the available abrasives. 

An apparently overlooked use for 
powder polish, is as an adjuvant to 
liquid polish between two coats. To 
build up a really fine polish on 
furniture, autos and the like the fin- 
isher rubs down any irregularities 
between coats. The same idea works 
beautifully in polishing the nails. 








Also the continuous use of liquid 
polish tends to accentuate any ridges 
and irregularities of the nails since 
it protects them from any natural 
abrasion they would normally be 
subject to. The manufacturers ca- 
tering to the professional manicurists 
particularly should be able to put 
the idea over. 


Cuticle Cream 


The formerly wide- 
ly used name “cuticle cream” has 
been supplanted by the more de- 
scriptive name “cuticle softener” or 
the more elegant “cuticle comfort” 
and “cuticle massage.” At best, it 
is not a large volume item but most 
manicure lines offer it to round out 
the line. Its function is to keep the 
cuticle from drying out, becoming 
hard and ragged and the nails from 
becoming dry and brittle. 

One type formula contains no 
water but has cooling and antisep- 
tic properties imparted by menthol 
and thymol respectively. It is 
tinted to lift it out of the ointment 
category. The formula follows: 


White Petroleum 87.75 
Paraffine (M.D. 125° F.) 9.00 
Menthol , 3.00 
Thymol -025 
Color (Oil Soluble Red) q. s. 
To make 100 


Another contains water held by 
lanolin which, in turn, is preserved 
by lecithin: 


Anhydrous Lanoline 12.0 
Distilled Water 12.0 
Lecithin : : es 0.5 
Petrolatum (Cream or lily white) 55.5 
Light Mineral Oil 20.0 
Perfume ; q. s. 

To make 100 


Since the two types of cuticle 
cream above are essentially hydro- 
carbon oils which are difficult to 
rinse off thoroughly their use should 
be directed after, not before, the ap- 
plication of liquid polish. Thus any 
impairment of lustre and adhesion 
of the subsequently applied polish 
will be avoided. 

The third type contains soap and 
is perhaps the oldest of the three on 
the market. It has been relatively 
in. disrepute in recent years. It 
would appear to be worthy of re- 
vival if for no reason other than 
that the soap facilitates the washing 
off of the oils. Thus any tendency 
to adversely affect subsequently ap- 
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plied liquid polish is minimized. 

Cuticle oil enjoys some call and 
if one wants to pioneer and lift this 
specialty out of the commonplace, 
this suggestion is offered. So-called 
“soluble mineral oil” has become 
available recently and a suitable for- 
mula may be built around it. Easy 
removal and absence of persistent 
oiliness should be the reward. 

Nail white has become quite im- 
portant. Earlier when liquid polishes 
were offered only in the clear and 
dainty tints they were directed to be 
applied with the accompanying cam- 
el’s hair pencil “from the base to the 
tip of the nail.” With the coming of 
the vivid colors, this was changed to 
“start at the half moon and brush 
toward the nail tip, wiping the pol- 
ish carefully from the extending 
tip.” It is the contrast of the untinted 
nail tips and half moons with the 
vividly tinted nail proper that has 
widened the market for this specialty. 

It is merchandised in jars, in col- 
lapsible tubes, which are usually 
fitted with nasal tips and pencils. 
The order named is the ascending 
order of importance saleswise, which 
incidentally, parallels the increase 
in convenience in used. 

In formulation, that offered in jars 
and tubes is usually a soft ointment 
base in which white pigment has been 
intimately milled. The pigments 
employed include zinc oxide, zinc 
sulphide, lithopone (zinc sulfide 
precipitated on barium = sulfate), 
titanium dioxide, titanium pigment 
(titanium dioxide precipitated on 
barium sulfate in about 1 to 3 ratio) 
sometimes with extenders such as 
kaolin, tale, cornstarch or chalk. 


The pencils are not shaped, of 
course, like the usual lip rouge and 
eyebrow pencils but like ordinary 
lead writing pencils of wood or 
spirally wound paper. The “lead” 
is not a stiff ointment mass but a 
slowly water soluble mixture of pig- 
ments and extenders such as the 
above suggestions, massed with a 
binder such as gum tragacanth, gum 
arabic, dextrin or casein. 

On the other hand, the lead may 
be a mixture of either of the piy- 
ments in concentrated stearic acid 
soap. The stearic acid soap is pre- 
pared in the usual manner by sapo- 
nification and highly concentrated 
by salting it out. The mass is milled 
smooth and then shaped into thin 
cylindrical form. Incidentally, the 
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Stock plastic boxes simplify packaging for the smaller merchandiser. 
Round box, and box in the foreground, courtesy of General Plastics, 
Inc.; other boxes, Bakelite Corp. 


pencil form is pretty thoroughly 
covered by patents. 


Bleach for Nicotine Stain 


Men generally are 
not so concerned if their fingers are 
yellowed by nicotine. A_ rather 
brisk demand for nicotine removers 
has developed, however, now that the 
open and widespread use of cigar- 
ettes among women has come about. 
Nicotine removers are of two types. 

The first removes the stain me- 
chanically by scouring and is the 
less popular marketwise. It is of- 
fered as a paste and may be pre- 
pared of potash or triethanolamine 
soap containing finely powdered 
pumice, i. e., the so-called pumice 
flour, silica dust, feldspar of about 
200 mesh or other suitable abrasives 
properly perfumed. 

The second removes the stains 
chemically by bleaching. Obviously 
it must contain either chlorine or 
bromine or else a peroxide or per- 
borate of proper concentration, suit- 
ably and thoroughly stabilized. Usu- 
ally this type is also scented. 

Just a few remarks about pack- 
aging. The change of attitude on 
the part of the housewife, the shop 
girl, the factory worker and the 
house maid and even the male of 
the species has come about not alone 
through the improvement of mani- 
cure specialties and the development 
of new ones. It is due in no small 
part to the simplification of the man- 


icure, that is, fewer items and less 
time is required to complete it and 
the containers and accessories are so 
practical and sturdy and so conven- 
iently arranged in a kit as to be al- 
most fool-proof. 

For example, the old cork with the 
concentric hole, fitted with an un- 
trimmed camel’s hair pencil has been 
replaced by a molded plastic closure 
fitted with neatly trimmed camel’s 
hair pencil whose quill has given 
way to a metal shaft of a length 
found by exhaustive tests to be the 
most convenient for application of 
the polish. The old cork used to 
break off but today the closure is 
threaded to insure a good seal and 
evaporative loss is often pushed even 
nearer the vanishing point by a tight 
fitting cap or band of either trans- 
parent cellulose or treated gelatine. 
Likewise, the nail white instead of 
being offered in a little ointment jar 
is supplied either in pencil form or 
in a nasal tip tube for convenient 
use. 

As this writer in closing doffs his 
hat to those whose tireless efforts 
have brought the manicure to its 
present high state, at the forefront 
among cosmetic specialties, he has 
the temerity to raise two questions. 
Why doesn’t some aggressive mani- 
cure merchandiser include a clever. 
convenient hand and nail brush? 
And why doesn’t he or some other 
intensive merchandiser include a 
meritorious hand cream in his kit? 
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(Quotations on these pages are those made by local dealers, but are subject to revision 


ESSENTIAL OILS 


Almond Bit., 
> PRA, . 


Sweet True . 


ae 


Apricot Kernel .... 


Amber, crude 


rectified ... ar 


Ambrette 


Amyris balsamifera 


Angelica root ....... 


seed : 
Anise, U. S. P. 
Araucaria 
Aspic (spike) Span. 
French ; 


Balsam, Peru 


Balsam, Tolu, oz. .... 


Basil 

Bay . 

Bergamot 

Birch, sweet N. a 
Penn. and Conn. 

Birchtar, crude . 

Birchtar, rectified 

Bois de Rose 


Cade, U. S. P. 
Cajeput . 

Calamus ere 
Camphor "white" 


Cananga, Java nat 
rectified 
Caraway 


ive .. 


Cardamon, Ceylon ‘ 


Cascarilla 


Cassia. 80@85 p.c. .... 


rectified, U. S. P. et 


Cedar leaf . 
Cedar wood . 
Cedrat 
Celery 
Chamomile 
Cherry laurel 


Cinnamon, Ceylon . 


Cinnamon, Leaf . 


Citronella, Ceylon . 


Save ...> 
Cloves Zanzibar 
Cognac 
Copaiba 
Coriander . 
Croton 
Cubebs 
Cumin 
Curacoa peels 
Curcuma 
Cypress 


Dillseed 


Elemi 
Erigeron 
Estragon 
Eucalyptus 


Fennel, Sweet 
Galangal! 
Galbanum 
Geranium, Rose 
Algerian 
Bourbon . 
Spanish 
Turkish 
Ginger . 
Gingergrass 
Grapefruit 


70 


. $2.25@ $3.00 
2.50@ 3.05 
80@ .85 
2@ .28 
23@ = .27 
; 52@ «60 
(oz. ) 46.00@ 
3.00@ 3.25 
. 75.00@ 
.. 90.00@ 
; 20 Nom'l. 
1.75@ 1.85 
1.35@ 
1.55@ 
..... 550@ 6.25 
e. 4.25@ 
.(oz.) 2.35@ 
.e... 145@ = 1.60 
3.00@ 3.25 
1.90@ 2.00 
3.75@ 4.00 
I5S@ «18 
80@ .90 
1.35@ 2.75 
45@ 55 
A5@ 67 
3.50 Nom'l 
18@ .20 
2.00@ 2.40 
2.30@ 2.85 
2.05@ 2.20 
16.00@ 30.00 
60.00@ 85.00 
90@ 95 
95@ 1.10 
80@ 90 
.24@ 26 
4.15@ 
; 12.00@ 14.50 
{oz.) 4.75@ 7.00 
..... 14.00@ 15.00 
8.00@ 20.00 
6.50@ 10.00 
30@ = =.35 
.38@ 45 
1.10@ 1.15 
16.00@ 20.00 
_ 42@ 48 
12.00 Nom'l. 
1.40@ 1.50 
2.90@ 3.05 
8.75@ 9.00 
4.85@ 5.25 
3.00@ 
12.00@ 
3.25@ 4.25 
1.65@ 
1.45@ 1.55 
32.00@ 35.00 
40@ -50 
1.10@ 1.20 
. 35.00@ 
. 15.00@ 
5.00@ 6.25 
4.90@ 6.00 
. 12.00@ 
1.80@ 2.00 
5.90@ 7.25 
3.25@ 4.10 
= 3.00@ 3.25 


Conc. 
Guaiac (Wood) 


Hemlock 
Hops . 
Horsemint . 
Hyssop 


(oz.) 


Juniper Berries 
Juniper Wood . 


Laurel 
Lavender, 
French ; 
Lemon, Italian 
Calif. 
Lemongrass . 
Limes, distilled 
expressed 
Linaloe 
Lovage . 


Mace, distilled 

Mandarin 

Marjoram 

Melissa ; ; 

Mirbane (see Nitrobenzol) 

Mustard, Genuine . 
artificial 

Myrrh 

Myrtle 


English 


Neroli, Bigarde, P. 
Petale, extra . 

Niaouli 

Nutmeg 


Olibanum . 
Orange, bitter : 
sweet, W. Indian .. 
Italian : 
Spanish 
Calif. exp. .. 
dist. 
Origanum, Spanish 
Orris root, con. (oz.) 
Orris root, abs. (oz.) 


Orris Liquid 


Parsley 

Patchouli 

Pennyroyal Amer. 
French 

Pepper, black 

Peppermint, natural 
redistilled 

Petitgrain 
French 

Pimento . 

Pine cones 

Pine needles, Siberia 

Pinus Sylvestris . 
Pumilionis 


Rhodium, Imitation 

Rose, Bulgaria (oz.) 

Rosemary, French 
Spanish 

Rue 


Sage 

Sage, Clary 

Sandalwood, East India 
Australia 

Sassafras, natural 
artificial . 

Savin, French . 

Spearmint 

Snake root 

Spruce 

Styrax . 


$24.00@ 


3.10@ 3.50 


1.05@ 1.25 
8.50@ 13.00 
2.50@ 


- 40.00@ 50.00 


1.05@ 1.50 
50@ .60 


8.00@ 10.00 


- 32.00@ 


3.50@ 7.50 
3.00@ 3.75 
3.00@ 

50@ «55 
6.00@ 7.25 
10.25@ 12.00 
1.30@ 1.40 
55.00@ 62.00 


1.1S@ 1.25 
4.50@ 6.75 
6.00@ 6.25 
4.00@ 4.25 


8.50@ 10.00 
1.95@ 2.25 


3.35@ 3.75 


- 98.00@ 125.00 
130.00@ 155.00 


3.35@ 
1.15S@ 1.25 


5.00@ 5.25 
2.10@ 2.60 
2.00@ 2.50 
3.00@ 3.50 


1.25@ 1.50 
5.25@ 5.50 


" 35.00@ 50.00 


18.00@ 25.00 


- 10.00@ 11.00 


5.00@ 8.00 
1.85@ 2.10 
1.60@ 1.75 
5.25@ 6.00 
2.30@ 2.55 
2.60@ 2.70 
1.10@ 1.35 
2.35@ 2.50 
1.35@ 3.10 


90@ 1.15 
1.50@ 1.70 
1.75@ 2.00 


2.25@ 3.25 
6.00@ 12.00 
48@ 55 
50@ .60 
2.20@ 2.35 


1.60@ 2.00 
25.00@ 30.00 
5.50@ 6.00 
5.75@ 
85@ 1.25 
33@ «36 
1.75@ 2.00 
2.00@ 2.15 


. 11.25@ 13.75 


1.05@ 1.25 
6.00@ 10.00 


Tansy 
Thyme, red 
White 


Valerian 
Verbena ss 
Vetivert, Bourbon , 
Java . 
East Indian 


Wine, heavy 
Wintergreen, Southern 
Penn. & Conn. 

Wormseed 

Wormwood 


Ylang-Ylang, Manila 
Bourbon hea 


without notice) 


. $3.10@ 3.25 


1.00@ 1.10 
1.05@ 1.25 


. 14.50@ 15.00 


4.25@ 8.75 
8.75@ 12.50 


. 15.00@ 25.00 
- 30.00@ 


1.25@ 
3.35@ 
4.50@ 
2.15@ 
3.00@ 


wnow 
Nw ~ 
Ress 


. 22.00@ 30.00 


5.00@ 8.00 


TERPENELESS OILS 


Bay Kaui 
Bergamot 


Clove 


Coriander 


Geranium 
Grapefruit , 
Sesquiter ‘less 


Lavender 
Lemon 
Lime, ex. 


Orange, sweet 
bitter 


Petitgrain 
Rosemary 


Clary 


Vetivert, Java 


Saga, 


Ylang-Ylang 


OLEO-RESINS 
Benzoin 


Capsicum, U. S. P. X. 
Alcoholic 
Cubeb 


Ginger, U. S. P. VIII 
Alcoholic 


Malefern 


Oak Moss 
Olibanum 
Orris 


Patchouli 
Pepper, black 


Sandalwood 
Vanilla ‘ wntniads 


3.25@ 4.00 
7.00@ 12.00 


8.00@ 12.50 


.. 45.00@ 60.00 
- 85.00@ 


8.00@ 8.50 


-. 14.00@ 24.00 
. 54.00@ 72.00 


.. 78.00@ 90.00 
. 90.00@1 15.00 


3.25@ 3.75 
2.50@ 4.00 


.. 90.00@ 
.. 35.00@ 
. 28.00@ 35.00 


3.00@ 3.25 


2.20@ 
3.20@ 
2.50@ 3.25 


3.00@ 3.10 
4.10@ 


1.65@ 2.00 


6.00@ 15.00 
3.5 


. 3.50@ 
.. 17.00@ 28.00 
. 16.50@ 18.00 


4.00@ 4.60 


. 16.00@ 


9.00@ 11.25 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone 
Acetyl Iso-eugenol 
Alcohol C 8 

es. 

Cc. 10 

Cat .. 

> 
Aldehyde C 8 

ek 

Cc 10 

Cc il 

C 12 


14.00@ 25.00 
30.00@ 


., 45.00@ 70.00 
. 42.00@ 60.00 


. 33.00@ 50.00 
- 26.00@ 32.00 
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C 14 (so-called) ........$13.00@ 

C 16 (so-called) .... . 13.00@ 
Amy! Acetate ........ ... J&5@ 1.00 
Amy! Butyrate ........ ‘ 1.05@ 1.25 


Amy! Cinnamate ...... «aoe 
Amy! Cinnamate Aldehyde. . 2.5 3.75 


Amyl Formate ... Ry 1.60@ 1.90 
Amy! Phenyl Acetate ...... 3.00@ 4.00 
Amy! Salicate ........ 80 .90 
Amy! Valerate 2.00@ 2.40 
Anethol 1.15@ 1.20 
Anisic Aldehyde 3.00@ 3.25 
Benzalydehyde, U.S. P. .... 1.30@ 

MN Sar aie dso: e ied 1.55@ 1.90 
Benzophenone ............ 1.45@ 1.75 
Benzyl Acetate ............ 70@ 85 
Benzyl Alcohol ............ 95@ 1.25 
Benzyl Benzoate ........... 1.00@ 1.80 
Benzyl Butyrate ............ 5.00@ 6.00 
Benzyl Cinnamate ......... 6.00@ 8.00 
Benzyl Formate ........... 3.50@ 
Benzy! Iso-eugenol ......... 11.50@ 13.50 
Benzylidenacetone .. 2.50@ 4.00 
errr 1.75@ 2.00 
Bornyl Acetate ............ 1.50@ 5.50 
Bromstyrol ................ 4.50@ 5.00 
Butyl Acetate ............. .60@ 

Butyl Propionate .......... 2.00@ 

Butyraldehyde ............ 12.00@ 

Carvene .. 1.15@ 

I 2m Mle De eaten are a 4.00@ 4.25 
Cinnamic Acid . 4.00@ 

Cinnamic Alcohol ......... 3.40@ 3.60 
Cinnamic Aldehyde 1.65@ 2.25 
Cinnamyl Acetate ...e.. 8.00@ 12.00 
Cinnamyl Butyrate ......... 12.00@ 14.00 
Cinnamyl Formate ......... 13.00@ 

2 a ie 
Citronellal 1.00@ 1.80 
Citronellol Se 1.85@ 2.50 
Citronellyl Acetate 3.50@ 5.00 
Coumarin reper 3.00@ 4.65 
Cuminic Aldehyde . 35.00@ 52.00 
Dibutylphthalate 29@ = 35 


Diethyiphthalate ..........  .32@  .37 


Dimethyl Anthranilate . 7.00@ 8.50 
Dimethyl Hydroquinone .... 2.65@ 3.75 
Dimethylphthalate ......... 5 -60 
Diphenlymethane .......... 1.70@ 2.25 
Diphenyloxide 1.20@ 
Ethyl Acetate ............. .30@ _ .50 
Ethyl Anthranilate ......... 6.25@ 8.25 
Ethyl Benzoate . 1.20@ 1.75 
Ethyl Butyrate 1.00@ 1.25 
Ethyl Cinnamate 3.50@ 4.00 
Ethy! Formate 1.00@ 1.25 
Ethyl Propionate ceeeeees 1.25@ 2.50 
Ethyl Salicylate .. ......... U.I5@ 2.50 
Ethyl Vanillin . 10.75@ 15.00 
EE ono Sc ckcevuesan 55@ 1.00 
Eugenol 2.00@ 3.00 
Geraniol, dom. ............ 1.00@ 2.50 
Geranyl Acetate .. 1.70@ 3.00 
Geranyl Butyrate 6.00@ 8.00 
Geranyl Formate 5.00@ 7.00 
Heliotropin, dom. . 2.20@ 3.00 
foreign .. .. 235@ 2.50 
Hydratopic Aldehyde . 25.00@ 27.50 
Hydroxycitronellal 2.00@ 6.50 
Indol, C. P. ........... (oz) 2.10@ 4.50 
OS eee 2.30@ 
Iso-butyl Acetate .......... 2.65@ 
Iso-butyl Benzoate . 2.75@ 3.25 
Iso-butyl Salicylate 3.00@ 6.00 
aa 3.50@ 3.60 
I ta. di Pa sori 2.00@ 
NN a Oe 2.10@ 4.75 
Linalyl Acetate 90% ....... 2.30@ 3.50 
Linelyl Anthranilate ........ 15.00@ 
Linalyl Benzoate ........... 10.50@ 
Linalyl Formate 9.00@ 12.00 


January, 1937 


Menthol, Japan 
Synthetic 
Methyl Acetophenone 
Méthyl Anthranilate 
Methyl Benzoate ages 
Methyl Cinnamate ......... 
Methyl Eugenol ......... 
Methyl Heptenone 
Methyl Heptine Carbonate. . 
Methyl Iso-eugenol 
Methyl Octine Carbonate .. 
Methyl! Peracresol 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette 
Ketone 
Xylene 


Nerolin (ethyl ome 
Nitrobenzol . 
Nonyl Acetate . 


Octyl Acetate . 


Paracresol Acetate ........ 
Paracresol Methyl Ether .... 
Paracresol Phenyl-Acetate 
Para Cymene (gal.) 7 
Phenylacetaldehyde 50 h Seu 
HGP nce ; 

Phenylacetic Acid 
Phenylethyl Acetate ..... 
Phenylethyl Alcohol ........ 
Phenylethyl Anthranilate 
Phenylethyl Butyrate ... 
Phenyl Formate .... 
Phenylethy! Propionate 
Phenyl Valerianate 
Phenylpropyl Acet. ........ 
Phenylpropy! Alcohol ...... 
Phenylpropy! a : 
Rhodinol ot 


Safrol .... 
Santalyl Acetate . ; 
Skatol C. P. . .. (oz.)} 


Styralyl Acetate 
Styralyl Alcohol . 


Terpenyl Acetate 
Terpineol, C. P. ..... 
Thymene . 
Thymol . 


Vanillin (clove oil) . 
( guaiacol) Seer orba 

Vetiveryl Acetate ‘ 

Violet Ketone 7 ; 
Beta 
Methyl 


Yara Yara (methyl ester)... 


BEANS 


Tonka Beans, Para . 
Angostura 

Vanilla Beans 
Mexican, whole . 
Mexican, cut ep aee eas 
Bourbon, whole ....... 
South American ......... 


1.40@ 1.55 
1.50@. . 1.75 


- 46.00@ 48.00 
_ 35.00@ 40.00 


4.00@ 5.50 
4.50 
8.75@ 16.00 
1.25@ 1.65 
3.50@ 6.75 
7.00@ 10.00 
4.00 
3.40@ 6.00 
3.00@ 4.25 


. 16.00@ 


8.00@ 12.00 
12.50@ 18.00 


9.50@ 


 16.00@ 


8.00@ 11.00 
450@ 8.35 
8.00@ 12.00 
10.00@ 18.50 


56@ .70 


- 22.50@ 


6.00@ 9.00 


. 10.00@ 15.00 
. 20.00@ 


1.00@ 1.50 
26@ 38 


A5@ 

155@ 1.65 
3.65@ 5.15 
3.55@ 5.05 


-. 30.00@ 38.00 


5.00@ 10.00 
5.50@ 8.00 
5.25@ 8.00 


1.50@ 1.75 


1.25@ 1.40 
2.50@ 2.75 


4.00@ 4.25 
3.50 Nom'l. 
3.75@ 4.00 
3.50@ 3.75 


SUNDRIES AND DRUGS 


Acetone wees kaheton 
Alcohol, 190-pf. gal. ...... 
Almond meal . es 

Alum, potash . 
Aluminum chloride . 
Ambergris, ounce 


Balsam, Copaiba .. 
Fir, Canada, gal. . 
Oregon 
Err ree 
a ate ns p hAcieenes oe 
Beeswax, white ...... 
yellow ea pattis 
Bismuth sub-nitrate . 
Boric Acid, ton . 


06@ .08 
4.17@ 4.42 
21@ 25 


03'44@ .03!/, 


. __10@ 
25.00@ 35.00 


30@ = .34 
9.50@ 12.00 
3.50 Nom'l. 
1.20@ 1.30 

55@ ~~ «57 

38@ = .40 

30@ = .32 

.. 1.35@ 1.40 
. 125.00@ 140.00 





Calamine : wees u. ele Ue anne 
Calcium, phosphate -. cee ete §=©08@ 0894 
Phosphate, tri-basic ...... yl © tS 
sulphate .... .. 03%@ .04 
Camphor . reare aie 521,@ 5% 
Cardamon seed . 1.15@ 1.50 
Castoreum .... 16.00@ 18.00 
Cetyl Alcohol an 1.50 
Pure 90@ 2.15 
Chalk, precip. 03-8 .06!/, 
Cherry laurel water, “gal. . 1.25@ 
Citric acid .25@ .25!/, 
Civet, ounce 4.00@ 4.50 
Clay, Colloidal ee .03@ .03!/, 
Cocoa butter lump ....... .28@  .30 
Fatty Acids (See Next dais 
Formaldehyde ...... .06@ “— 
Formic Acid .... . &2@ 
Fuller's Eearth, ton .. 15.00@ 33. 
Guarana asad 40@ = -«.85 
Gum Arabic, white . 27@ ~~ -.30 
Amber . tel 10@ .11'A 
Gum Benzoin, Siam . 1.10@ 1.45 
Sumatra .. 42@ 45 
Gum galbanum Jeweceue Se roe 
Gum myrrh . 42@ «45 
Henna, powd. . 12@ .18 
Hydrogen peroxide ... 05@ = .08 
Kaolin .06@ «08 
CO es ce rimcnns 3.50@ 5.50 
Lanolin, hydrous . 17@ ~~ 20 
SIN ic cccsnncaves 20@ .24 
Lavender flowers . 40@_~—.85 
Magnesium, Carbonate .... .063%4@ .07!/ 
Stearate ~ . <a ae 
Sulfate .... .. 0244@  .03 
Musk, ounce . 15.00@ 25.00 
Oils, Vegetable (See Next Page) 
Oilbanum, tears ........... 14@ ~~ .30 
siftings 07@ =-«.10 
Orange flower water, ‘gal. 1.50@ 
Orange flowers ........... .30@ .90 
Orris root, powd. .... 20@ «75 
Pc ccuneecakkaauws . 044@ «207 
Patchouli leaves ..........  .1 .20 
Petrolatum, white ....... 07@ SC II 
Phenol uaade 16@ = .20 
Potassium, Carbonate ...... 13@ = .16 
Hydroxide . 07'4,@ 
UENCE 2 dice isivceices 50@ 1.00 
Reseda flowers ............ 1.50@ 1.65 
Rhubarb root, powd. 38@ = .45 
ie ONION one cncicceuccen 09 Nom'l. 
Rose leaves, red ........... 1.95@ 2.15 
Rose water, gal. .......... 1.25@ 
SUNGUNE BOI | 5. .6k cc ccces 40@ =«-«.45 
Sandalwood Chips ......... .45@  .50 
Saponin as 1.75@ 
Soap, neutral white eae male 19@ ~~ -.23 
Sodium, Carb. Crys. 015%,@ .02'!/, 
Phosphate, Tribasic . 02'/,@ .04 
Spermaceti 25@ ~~ .28 
Bee reetees a's 40@ 3.25 
ee MOON x vec cee: !7@ 20 
Tartaric acid ; 2344@ .23% 
Titanium oxide ............ 20@ = .22 
Tragacanth, No. | 2.50@ 2.75 
Triethanolamine ........... 45@ ~~ «50 
Venice turpentine, gal. ..... 40@ ~=««.50 
i ee ee .30@ 
Ween WN wees ecusccs 35@ 1.15 
Zine peroxide ............. 1.10@ 1.75 
Oxide 1I3,@ 15 
Stearate 21@ «28 
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ESSENTIAL 0 i1 
dealers are facing a new year with 
comparatively small stocks on hand. 
Prices at the close of last month were 
well above those prevailing a year 
ago, and there does not appear to be 
anything in the market to indicate a 
reversal of the trend for some time. 
Although 1935 showed a marked 
tendency toward recovery, advances 
were confined to only a few months 
at a time, whereas in the year just 
closed, the upward trend has been 
steadier and more rapid. 

Several oils have kept pace with 
the upward trend in commodities 
generally, but there were some which 
dragged along rather slowly, and it 
is in this group that further appreci- 
ation might be anticipated. 

While it would seem important to 
point to the unusual strength dis- 
played in eucalyptus oil over the past 
few months, citronella, anise, domes- 
tic citrus oils, and a number of other 
articles all shared in the upward 
trend. Importers have had consider- 
able difficulty in obtaining eucalyptus 
for shipment from Australia. This is 
the season of heaviest consumption. 
Production is at a low ebb and the 
outlook continues exceedingly strong. 

Quotations on California orange 
oil have advanced in sympathy with 


the upward trend in Italian oil. The 
lemon oil picture is very similar to 
that of orange. Supplies of California 
lemon are small, and with the gen- 
eral feeling that this year’s produc- 
tion will be smaller, producers are re- 
luctant to sell very freely. 

Among other oils scoring advances 
were cedarwood, tansy, cedarleaf, and 
wormseed. Producers of cedarwood 
are sold ahead on their output for 
several months. Few farmers have 
given much time to tansy owing to 
the narrow demand as well as the 
low prices prevailing on the article 
over the past few years. Inquiries in 
the market over the past month re- 
vealed the fact that stocks were ex- 
ceedingly low. 

Soap making oils were all higher. 
Because of the tight position of many 
articles it is rather difficult to deter- 
mine whether prices have reached the 
top or not. 
ment in the way of price movements 
was the steady upward trend in co- 
pra, the article establishing a new all 
time high price level abroad. The 
rise in copra was immediately fol- 


A noteworthy develop- 


lowed by a similar movement in co- 
conut oil. 

Although some selling pressure de- 
veloped in aromatic chemicals toward 
the close of last month following 


a general slackening in activity, the 
general tone was fairly steady in the 
face of the general trend. 

Some houses in the vanilla bean 
trade are advising customers to pro- 
ceed with a degree of caution in mak- 
ing new purchases as the result of the 
firm attitude of shippers in the pri- 
mary markets. The new crop of Mada- 
gascar beans is expected to be ready 
over the coming month, and this, it is 
said, might be regarded as another 
test of the market. Should these ad- 
ditional supplies be absorbed the sit- 
uation will undoubtedly continue to 
advance. 

Among the saundries and drugs, 
balsam displayed considerable 
strength. Prices on copaiba displayed 
a hardening tendency. As the month 
closed importers expressed some con- 
cern over the possibilities of getting 
Peru owing to the recent earthquake 
in the producing area. There was no 
The up- 
ward trend in gum tragacanth was 
extended out of further efforts on the 
part of shippers to get more renu- 
merative returns for their merchan- 
dise. Sumatra benzoin gum was prac- 
tically unobtainable on spot.  Al- 
though the shortage is only expec ted 
to prove temporary, those requiring 
material over the past month were 
forced to pay much higher prices. 
Tartaric acid was lowered slightly 
because of competitive conditions. 
Firmer cables on menthol from Japan 
tended to offset the desire on the part 
of local importers to press sales be- 
cause of fewer arrivals. 


Oregon available on spot. 


PRICES OF SOAP MATERIALS 


TALLOW AND GREASE 


Tallow, N. Y. C. extra ‘$ 08% @ 

ED. Gvenu ke 6uxe .09'/. Nominal 
Fancy pes xaseande 1244 @ 

Grease white .. - 08/4, @ .09 
House on 077%, @ .08 
Yellow .. ‘ 0 @ .08!/, 

BOE vccsvsnencnsenssee A ae 

FATTY ACIDS 

Coconut Oil, tanks ..... .14 @ 

Corn Oil, tanks ; . 2% Nominal 

Red Oil, distilled, tanks 09%, @ 

White, drums ...... 12%. @ «14 

Stearic Acid, s'gle prs. c.l. .11 @ 12 
Double pressed ...... .IIV, g 12. 

Saponified 1% 12%, 

Triple pressed ........ .144%, 8 LA 

Saponified ........ .I4, 15!/ 
SOAP MAKING OILS 

Castor No. |, tanks ..... 10 @ 
eee 09, @ 

Coconut, Manila Grade, 
tanks 09l/, Nominal 

Corn, crude, Midwest 
mill, tanks .... 10 Nominal 

72 


Cotton, crude, Southeast, 
ES cece bases 10 @ 
Refiined 12% @ 12%, 
Lard, common No. | bis. .11'/2 @ 
Olive, denatured, bis., = 1.55 Nominal 
Foots, barrels ...... 10% Nominal 
Palm, softs, drums 0644 @ 
Niger, casks ......... .06'/ Nominal 
Palm, kernel, tanks 08! @ 
Peanut, crude, barrels.... .10% @ 
Refined, barrels ...... .13 Nominal 
Sova beans, mill, tanks.. .10!/2 Nominal 


Tallow, acidless, barrels 11% @ 

Whale, Crude No. I, 
Gost, toes .......00 46 @ 
Refiined, barrels 08, @ .08% 


GLYCERINE 


C. P., drums extra . s» ae 2 
Dynamite, drums extra ... .21'2 @_ .22 


Saponification, drums ... .19 @ 
SSO BS icsassacsc... Ce 7 
ROSIN 
Barrels of 280 pounds 
B .. $10.85 K / .... $11.00 
D 10.85 M sherehinn 11.00 


E 10.85 N . . 11.00 
F . 11.00 W. GS . 11.00 
SG . 11.00 WW. . 12,05 
H . ae es . 12.15 
| 11.00 Wood . 11.55 
CHEMICALS 

Acid, muriatic, 18°, 100 

OS re $1.00 @ $2.35 
— re epnaaea 12.00 @ 20.50 

66°, ..ee.... 15.50 @ 25.00 
Borax, pM carlot, ton.42.00 @ 71.00 
Cyclohexanol (Hexalin) . . 30 @ 
Naphtha, cleaners, tk. cars .09/, @ _ .10 
Potassium carbonate, 

s0@esy, . 07 @ 

Hydroxide, 88@92%, .. 074, @ 
Salt, works, ton ....... 11.50 @ 14.00 
Sodium carbonate 58%, 

light, 100 pounds ... 1.23 @ 2.37 
Hydroxide 76% solid, 
100 pounds ........ 2.60 @_ 3.75 


Silicate 40°, drums, 
works, 100 pounds .._ .80 
Sulfate, anhydrous .. .0244@ _ .03 
Phosphate, tri-basic ... 0244 @ _ .03 
rr 05, @ .05% 
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Resale Price Maintenance 


THE su preme 
Court of the United States has handed 
down two decisions which are of the 
greatest importance to the owners of 
trade-marks and which suggest means 
whereby such owners may control 
the prices of the goods carrying the 
trade-marks into the hands of the 
ultimate consumer, thus preventing 
price cutting of such goods as long 
as they carry the trade-marks. 

The decisions relate to the Fair 
Trade Acts of California and Illinois, 
and as the Court held that these two 
acts are practically similar, it is nec- 
essary to consider only that of IIli- 
nois upon which act both decisions 
are based. 

The appellant was Old Dearborn 
Distributing Company and the appel- 
lee was Seagram-Distillers Corpora- 
tion. 

In order that the decision may be 
understood it is necessary to consider 
the Fair Trade Act of Illinois, which 


provides as follow: 


“Section 1. No contract relating to the 
sale or resale of a commodity which bears, 
or the label or content of which bears, 
the trade mark, brand or name of the pro- 
ducer or owner of such commodity and 
which is in fair and open competition with 
commodities of the same general class pro- 
duced by others shall be deemed in viola- 
tion of any law of the State of Illinois by 
reason of any of the following provisions 
which may be contained in such contract: 

“(1) That the buyer will not resell 
such commodity except at the price stipu- 
lated by the vendor. 

“(2) That the producer or vendee of a 
commodity require upon the sale of such 
commodity to another, that such purchaser 
agree that he will not, in turn, resell ex- 
cept at the price stipulated by such pro- 
ducer or vendee. 
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Upheld by Supreme Court 


We have asked HOWARD S. NEIMAN, Patent and Trade 
Mark Attorney, and our Contributing Editor on these subjects 
to review the recent decision of the U. S. Supreme Court, up- 


holding the California and Illinois 


“Fair Trade Acts’. The 


relation of the trade mark to the merchandise was a control- 
ling factor in this decision. The author quotes generously from 
the decision itself and clarifies important points in this article. 


“Such provisions in any contract shall be 
deemed to contain or imply conditions that 
such commodity may be resold without 
reference to such agreement in the follow- 
ing cases: 

“(1) In closing out the owner's stock 
for the purpose of discontinuing delivery 
of any such commodity: provided, how- 
ever, that such stock is first offered to the 
manufacturer of such stock at the original 
invoice price, at least ten (10) days be- 
fore such stock shall be offered for sale 
to the public. 

“(2) When the goods are damaged or 
deteriorated in quality, and notice is given 
to the public thereof. 

“(3) By any officer acting under the 
orders of any court. 

“Section 2. Wilfully and knowingly ad- 
vertising, offering for sale or selling any 
commodity at less than the price stipulated 
in any contract entered into pursuant to 
the provisions of section 1 of this Act, 
whether the person so advertising, offering 
for sale or selling is or is not a party to 
such contract, is unfair competition and is 
actionable at the suit of any person dam- 
aged thereby.” 

Section 3 of the act provides that 
it shall not apply to contracts or 
agreements between producers or be- 
tween wholesalers or between retail- 
ers as to sale or resale prices. 

The suit was brought by appellee 
against appellant to enjoin the lat- 
ter from wilfully and knowingly ad- 
vertising, offering for sale or selling, 
certain brands of whisky at less than 
prices stipulated by appellee in ac- 
cordance with contracts, made in pur- 
suance of the Fair Trade Act, be- 
tween appellee and distributors or 
retailers of such whisky. The facts in 
part set forth by the court below 
follow. 

Appellee is a dealer in alcoholic 
beverages at wholesale. It buys the 
product here in question from the 


producers. The whiskies bear labels 
and trade-marks, and are in fair and 
open competition with commodities 
of the same general class produced 
by others. Appellant is a corpora- 
tion operating four retail liquor 
stores in Chicago, and selling at both 
wholesale and retail. Appellee’s sales 
in Chicago are made to wholesale 
distributors. It has not sold any of 
the whiskies in controversy to appel- 
lant, but has sold other liquors. Con- 
tracts in pursuance of the Fair Trade 
Act have been executed between ap- 
pellee and certain distributors, and 
numerous Illinois retailers. Appellee 
does not sell directly to any retailer. 
Appellant sold the products in ques- 
tion at cut prices—that is to say, at 
prices below those stimpulated—and 
continued to do so after appellee’s 
demand that it cease such practice. 
The result of such price cutting was 
a diminution of sales during the 
price-cutting period suffered by ap- 
pellee and retailers other than appel- 
lant. Some dealers ceased to display 
the products, and notified appellee 
that they could not compete with ap- 
pellant and would discontinue han- 
dling the products unless the price 
cutting was stopped. Appellant was 
also a party to breaches of other 
fair-trade contracts between appellee 
and certain distributors, and con- 
tinued the price cutting throughout 
the trial of the case in the Illinois 
state court of first instance. 


The Supreme Court comments as 
follows :— 


“The record shows that one of the re- 
tailer’s contracts drawn in pursuance of 
the act was signed by appellant’s secre- 
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tary and treasurer prior to the commission 
of the acts complained of. This contract, 
among other things provided that the 
product in question should not be sold, 
advertised or offered for sale in Illinois 
below the prices to be stipulated by ap- 
pellee. The contract was assailed by ap- 
pellant below as_ ineffective, and _ for 
present purposes we accept that view. It 
is plain enough, however, that appallant 
had knowledge of the original contractual 
restrictions and that they constituted con- 
ditions upon which sales thereafter were 
to be made. 

“Section 1 affirms the validity of con- 
tracts of sale or resale of commodities 
identified by the trade-mark, brand or 
name of the producer or owner, which are 
in fair and open competition with com- 
modities of the same general class pro- 
duced by others, notwithstanding that such 
contracts stipulate (1) that the buyer will 
not resell except at the price stipulated by 
the vendor; and (2) that the producer or 
vendee of such a commodity shall require, 
upon the sale to another, that he agree in 
turn not to resell except at the price stip- 
ulated by such producer or vendee. It is 
clear that this section does not attempt to 
fix prices, nor does it delegate such power 
to private persons. It permits the desig- 
nated private persons to contract with re- 
spect thereto. It contains no element of 
compulsion but simply legalizes their acts, 
leaving them free to enter into the author- 
ized contract or not as they may see fit. 
Thus far, the act plainly is not open to 
objection; and none seems to be made. 

“The challenge is directed against sec- 
tion 2, which provides that wilfully and 
knowingly advertising, offering for sale or 
selling any commodity at less than the 
price stipulated in any contract made un- 
der section 1, whether the person doing so 
is or is not a party to the contract, shall 
constitute unfair competition, giving rise 
to a right of action in favor of anyone dam- 
aged thereby. 

“It is first to be observed that section 2 
reaches not the mere advertising, offering 
for sale or selling at less than the stipu- 
lated price, but the doing of any of these 
things wilfully and knowingly. We are not 
called upon to determine the case of one 
who has made his purchase in ignorance 
of the contractual restriction upon the sell- 
ing price, but of a purchaser who has had 
definite information respecting such con- 
tractual restriction and who, with such 
knowledge, nevertheless proceeds wilfully 
to resell in disregard of it. 

“In the second place, section 2 does not 
deal with the restriction upon the sale of 
the commodity qua commodity, but with 
that restriction because the commodity is 
identified by the trade-mark, brand or 
name of the producer or owner. The es- 
sence of the statutory violation then con- 
sists not in the bare disposition of the 
commodity, but in a forbidden use of the 
trade-mark, brand or name in accomplish- 
ing such disposition. The primary aim of 
the law is to protect the property—namely, 
the good will—of the producer, which he 
still owns. The price restriction is adopted 
as an appropriate means to that perfectly 
legitimate end. and not as an end in itself. 

“Appellants here acquired the commodi- 
ty in guestion with full knowledge of the 
then-existing restriction in respect of price 
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which the producer and wholesale dealer 
had imposed, and, of course with pre- 
sumptive if not actual knowledge of the 
law which authorized the restriction. Ap- 
pellants were not obliged to buy; and their 
voluntary acquisition of the property with 
such knowledge carried with it, upon every 
principle of fair dealing, assent to the pro- 
tective restriction, with consequent liabili- 
ty under section 2 of the law by which 
such acquisition was conditioned. 

“Nor is section 2 so arbitrary, unfair or 
wanting in reason as to result in a denial 
of due process. We are here dealing not 
with a commodity alone, but with a com- 
modity plus the brand or trade-mark which 
it bears as evidence of its origin and of 
the quality of the commodity for which 
the brand or trade-mark stands. Appellants 
own the commodity; they do not own the 
mark or the good will that the mark sym- 
bolizes. And good will is property in a 
very real sense, injury to which, like in- 
jury to any other species of property, is a 
proper subject for legislation. Good will 
is a valuable contributing aid to business 

sometimes the most valuable contribut- 
ing asset of the producer or distributor of 
commodities. And distinctive trade-marks, 
labels and brands, are legitimate aids to 
the creation or enlargement of such good 
will. It is well settled that the proprietor 
of the good will ‘is entitled to protection 
as against one who attempts to deprive 
him of the benefits resulting from the 
same, by using his labels and trade-mark 
without his consent and authority.’ 

“The contention that section 2 of the 
act denies the equal protection of the laws 
in violation of the Fourteenth Amendment 
proceeds upon the view that it confers a 
privilege upon the producers and owners 
of goods identified by trade-mark, brand or 
name, which it denies in the case of un- 
identified goods. As this court many times 
has said, the equal-protection clause does 
not preclude the states from resorting to 
classification for the purposes of legisla- 
tion. It only requires that the classifica- 
tion ‘must be reasonable, not arbitrary, and 
must rest upon some ground of difference 
having a fair and substantial relation to 
the object of the legislation, so that all 
persons similarly circumstanced shall be 
treated alike.’ 

“But it is unnecessary to pursue the sub- 
ject further; for, since the sole purpose 
of the present law is to afford a legitimate 
remedy for an injury to the good will 
which results from the use of trade-marks, 
brands or names, it is obvious that its pro- 
visions would be wholly inapplicable to 
goods which are unmarked.” 


It will be noted from the above 
citations from the decision that the 
retailer, who is desirous of cutting 
the price of a trade-marked article, 
need not be a party to any agree- 
ment as to maintenance of a fixed 
price; but that if he knows through 
any source that the manufacturer of 
the goods, or the owner of the trade- 
mark, has fixed a price, any reduc- 
tion in that price upon his part will 
be a violation of the Act. 

There are numerous methods 
whereby retailers may be advised, 


actually or presumptively, of a fixed 
price for a trade-marked article, thus 
eliminating price-cutting. 

It will be noted that the decision 
does not prevent a merchant from 
selling trade-marked articles at any 
price he may choose, if he removes 
the trade-mark and, naturally, also 
all connection between the trade-mark 
and the commodity. 

A similar Act passed at the last 
session of the New York State Legis- 
lature has been held invalid by the 
State Courts, but it will undoubtedly 
be appealed to the Supreme Court of 
the United States or a new law en- 
acted along the lines of the Acts of 
Illinois and California. 

The Supreme Court of the United 
States has thus pointed out to the 
owners of trade mark the means 
whereby they can control the selling 
prices of their trade-marked com- 
modities. 


NEW COMPANIES 


Inti Salons, Inc., New York, toilet 
preparations, cosmetics, 750 shares 
common, no par value, 250 shares 
preferred, $100. Filed by Jos. J. 
Juhass, 36 W. 44th St., New York 
City. 

Vyvyan Cosmetique Studios, Inc., 
First National Bank Bldg., Spring- 
field, Ill., cosmetics, 100 shares par 
value, common. Incorporators: V. O. 
Nordeen, M. C. Hagerman, K. E. 
Lightcap. Filed by Henry R. Barber, 
First National Bank Bldg., Spring- 
field, Ill. 

Raff Beauty Supply Co., Inc., New 
York, beauty supplies, $25,000. Filed 
by Albany Service Co., 315 Broad- 
way, New York. 

Dixie Deb, Inc., Wilmington, Del., 
tonics, cosmetics, perfumery, soaps, 
100 shares. Incorporated by C. S. 
Peabbles, J. P. Murray, W. T. Hob- 
son. Filed by The Corporation Trust 
Co., Wilmington, Del. 


The Rosalind Shop, Inc., Wilming- 
ton, Del., cosmetics and toilet ar- 
ticles, 250 shares. Incorporators: 
C. J. Killoran, R. R. Martin, E. E. 
Paschall, Wilmington. Filed by 
Clair John Killoran, Wilmington, 
Del. 

Pierre Charles, Inc., New York, 
cosmetics, $50,000. Filed by Leo 
Strasser, 67 W. 44th St., New York. 


(Continued on page 79) 
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CANADIAN NEWS and NOTES 





Norda Opens 
Montreal Office 


Norda, Ltd., Toron- 
to, Canadian branch of Norda Es- 
sential Oil & Chemical Co., New 
York, has opened an office in Mon- 
treal. The new branch is located at 
295 Youville Sq., and stocks of raw 
materials for the perfume, soap and 
flavor industries will be carried for 
convenience of buyers in Quebec and 
other parts of Eastern Canada. 


Innoxa Opens 
Another Salon 


It has been an- 
nounced by Ralph W. Barton, presi- 
dent of Ralph W. Barton & Co., To- 
ronto, Canadian distributors of the 
“Innoxa” line, that a new “Innoxa” 
salon has been opened in Fairweath- 
ers Ltd., Toronto department store. 
The salon will be in charge of Miss 


Mary Clarke, B. A. Phm. B. 


Barton Speaks on 
Price Maintenance 


The day of profit- 
able volume trading on a thin mar- 
gin is definitely over in the case of 
the average retail druggist according 
to Ralph W. Barton, president of 
Ralph W. Barton & Co., Toronto in 
a recent interview. It is now time 
to replace price merchandising meth- 
ods with personal salesmanship as a 
means of attracting additional busi- 
ness to the drug store, Mr. Barton 
declares. The trend towards stabili- 
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zation of prices through price pro- 
tection policies, if conscientiously 
followed by all departments of the 
trade, should provide a_ protection 
behind which the trade may re-es- 
tablish itself on a stronger basis 
and compete successfully with the 
extreme  price-consciousness which 
previous policies have developed in 
the drug store customer. 

“There is a very definite reason 
why it is becoming absolutely neces- 
sary for the druggist to operate on a 
larger margin and that is the in- 
crease in the number of stores per 
capita which has taken place over a 
period of years resulting in stronger 
competition, increasing selling costs 
and a gradually decreasing return of 
volume per dollar of price reduc- 
tions,” said Mr. Barton. “It is be- 
coming quite obvious that many 
stores have reached the point where 
it is no longer profitable to attempt 
to secure further volume through 
lower price or in some cases even to 
do business on the present volume at 
the present average margin profit”. 


MacGillivray to 
Divide Lines 


The anouncement is 
made by T. A. MacGillivray, presi- 
dent of the Yardley & Co. (Canada) 
Ltd. and MacGillivray Brothers Ltd.. 
Toronto that on and after January 1, 
1937 there will be a division of the 
MacGillivray and Yardley sales in 
Canada. MacGillivray Brothers sales 


staff under the direction of M. B. 





MacGillivray will devote themselves 
entirely to the proprietary line and 
specialty items distributed by them. 
The Yardley sales staff, selling Yard- 
ley Products only, will be under the 
direction of J. R. Dawkins who has 
had many years’ experience with the 
company and a wide knowledge of 
the toiletry industry. 


Explains Excise Tax 
to Perfumers Group 


Toronto, Ontario.— 
Recently established regulations to 
correct, to some degree, difficult ex- 
cise taxes with which the toilet goods 
industry is burdened were explained 
in detail to members of the industry 
by V. C. Nauman, Assistant Com- 
missioner of Excise when he spoke 
at the semi-annual convention of the 
Canadian Perfumers and Manufac- 
turers of Toilet Articles at the Royal 
York Hotel here on December 7. The 
past methods of calculation have re- 
sulted in a large amount of discrimi- 
nation owing to varying forms of dis- 
tribution in use amongst different 
manufacturers. Mr. Nauman ex- 
plained newly created regulations 
which are believed to provide a 
remedy. 

“We know,” he said, “that eighteen 
per cent on any industry is heavy 
taxation. However, the Department of 
Finance imposes taxes, while the De- 
partment of Excise merely adminis- 
ters them.” Up until now, he said, 
the Department had followed a 
standardized method of calculations 
for all toilet goods firms which, be- 
ing calculated on wholesale price, 
had discriminated against those 
manufacturers who sold directly to 
the trade or followed some other 
form of distribution which did not 
include the wholesaler. The new 
regulations are intended to do away 
as much as possible with this adverse 
situation. 

Mr. Nauman pointed out that the 
group selling to wholesalers included 
not only those who sold chiefly or en- 
tirely to this trade but all those who 
sold representative amounts to whole- 
salers, that is, had established a whole- 
sale price. Excise tax would be calcu- 
lated on this wholesale price having 
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first deducted cash discounts. Those 
selling to retailers only would de- 
duct 20 per cent from their retail 
price before estimating their tax. It 
was pointed out, however, that this 
deduction would have to be made 
from the price at which all retailers 
bought, that is, firms allowing some 
large outlets such as department 
stores an extra 10 per cent would not 
be able to deduct their 20 per cent 
from this price but would in every 
case use the lowest price available to 
all retailers. The purpose of these 
regulations, the commissioner stated, 
was to equalize where a manufac- 
turer did not sell wholesalers and 
also where retail and department 
stores received the same discount. 
The convention was held at the 
Royal York Hotel, Toronto, on De- 
cember 7. Luncheon in the Roof Gar- 
den, with Jack Hill officiating as 
master of ceremonies, broke all rec- 
ords with two head tables, sing song, 
dancers, special speaker, and an ex- 
cellent meal. Loud commendation 
was extended to Fred Whitlow and 
his committee for the success of the 
luncheon. The ladies’ luncheon un- 
der the chairmanship of N. F. Dahl 
was held at the Park Plaza Hotel. 
Afternoon business session stopped 
at 5.00 and the banquet was held at 
7.30. Dick Zucker and his banquet 
committee were congratulated on the 
success and enjoyment of the ban- 
quet. There was an elaborate floor 
show including ten acts in all, which 
provided excellent entertainment and 
B. K. Sandwell was the after-dinner 
speaker introduced by President Bob 


Carr. 


Close Control 
of Proprietaries 


Close control over 
the manufacturing, importing and 
selling of patent medicines was kept 
by the proprietary or patent medi- 
cines branch of the Department of 
Pensions and National Health dur- 
ing the past year. The purpose of 
this branch is to provide such regu- 
lations as may be necessary to pro- 
tect the public against inferior prepa- 
rations and against extravagant or 
fraudulent claims sometimes made 
for such products. Figures presented 
in the Board’s recent report show 
that out of 744 applications for reg- 
istration under the Proprietary or 
Patent Medicine Act 574 were ac- 
cepted and 170 refused. Further ac- 
tivities of the Department in con- 
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trolling advertising claims and label- 
ling resulted in the censoring of 1102 
labels and wrappers, 276 cartons, 
334 circulars, 779 newspaper and 
magazine advertisements and 598 
radio announcements. 


Imports of 
Bottles Higher 


An increase of 
$132,854 in the value of importa- 
tions of glass bottles and containers 
into Canada for the year ending 
March 1936 over the previous year 
has been reported by government 
trade figures. Total importations for 
the year ending March 1935 amount- 
ed to $569,255 while the year end- 
ing March 1936 reached a total of 
$702,119. Importations included 
glass carboys, bottles, decanters, 


flasks, jars and phials. 


Canadian Patents and 
Trade Marks 


Tue increasing international trade 
relations between the United States 
and Canada emphasize the import- 
ance of proper patent and trade mark 
protection in both of these countries 
in order that the expansion of busi- 
ness may not be curtailed by legal 
difficulties. 

For the information of our read- 
ers, we are maintaining a department 
devoted to patents and trade marks 
in Canada relating to the industries 
represented by our publication. 

This report is compiled from the 
official records in the Canadian Pat- 
ent Office. 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 

THE AMERICAN PERFUMER 
9 East 38th Street 
New York City 


Patents 


361,997.—Friction cap and package. The 
Anchor Cap & Closure Corp., Long Island 
City, assignee of Louis A. Von Till, Brook- 
lyn, both in New York. 

361,998.—Collapsible tube. The Anchor 
Cap & Closure Corp., Long Island City, 
assignee of Joseph R. Fleisch, Clifton, 
ss 

362,046.—Collapsible metal tube. Mac- 
leans Ltd., Brentford, assignee of Ashley 
Seigbert Maclean, Stanmore, formerly of 
Wembley, all in Middlesex, England. 

362,125.—Dentifrice. The Pepsodent Co., 


Chicago, Ill., assignee of Rudolph Andrew 
Kuever, Iowa City, Ia. 

362,205.— Hair waving method and 
means. Frederic Maeder, Adelaide, South 
Australia. 

362,326.—Paste container closure. Nel- 
son A. Frahm, Bloomfield, N. J. 

362,343.—Tube or bottle closure. Joseph 
Andrew Burns, Toronto, Ont. 

362,441, 362,442.—Powder dispensing 
container and dispensing container respec- 
tively. The Continental Can Co., Inc., New 
York, former assignee of John Coyle, Bal- 
timore, Md., latter assignee of Eli Bour- 
land, Jersey City, N. J. 

362,477.—Collapsible tube dispensing de- 
vice. Frank M. Becker, Sinking Spring, 
Penn. 

362,658. — Fingernail polish remover. 
The Northam Warren Corp., New York, 
assignee of Clifford E. Bishop, Rego Park, 
L. i 

362,729.—Soap tablet. Claude Isaac 
Meyer, Paris, France. 


Trade Marks Under Unfair 
Competition Act of 1932 


N.S. 5714.—“TRILBY.” Soap. Haskins 
Brothers & Co., Omaha, Nebr. 

N.S. 5732.—“FIRST NIGHTER.” Skin 
softener and protector, and a facial and 
pore cleanser or skin invigorator. Campana 
Corp., Ltd., Toronto, Ont. 

N.S.5741.—“MY DESIRE.” Perfumes, 
talcum powders and toilet waters. Talcum 
Puff Co., Ltd., Toronto, Ont. 

N.S. 5744.—“HEAD FIRST.” Hair tonic. 
Cardinal Chemical Corp., Ltd., Toronto, 
Ont. 

N.S. 5763.—“TWEED.” Perfume, toilet 
water, talcum powder, sachet and bath oil. 
Lentheric, Inc., New York. 


Canadian Toiletry Output 
Increasing 

Canada is rapidly attaining self- 
sufficiency in toiletries, and is cur- 
rently supplying well over 90 per 
cent of its requirements for such 
products, according to the Commerce 
Department’s Chemical Division. 

Total production of toilet prepa- 
rations in the Dominion were re- 
corded at $7,120,000 in 1935 during 
which year a total of $421,000 worth 
of such products were imported, ap- 
proximately 55 per cent of which 
originated in the United States. To- 
tal Canadian toiletry production was 
valued at $6,745,500 in 1934, and a 
little less than $6,000,000 during the 
preceding year, according to the Do- 
minion Statistical Bureau. 

Only 70 per cent of the Dominion 
production of toiletries originated in 
plants devoted exclusively to the 
output of such products, the balance 
being produced as side-lines in fac- 
tories engaged chiefly in the manu- 
facture of soaps, medicinals, and 
pharmaceuticals, the report states. 
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Tuis department is conducted un- 
der the general supervision of How- 
ard S. Neiman, contributing editor 
on patents and trade marks. This 
report of patents, trade marks and 
designs is compiled from the official 
records of the Patent Office in Wash- 
ington, D. C. We include everything 
relating to the four coordinate 
branches of the essential oil industry, 
viz.: Perfumes, Soaps, Flavoring Ex- 
tracts and Toilet Preparations. 

Of the trade marks listed, those 
whose numbers are preceded by the 
letter “M” have been granted regis- 


Trade Mark Registrations 
Applied for 


(Act of Feb. 20, 1905) 


These registrations are subject to oppo- 
sition within thirty days after their publi- 
cation in the Official Gazette of the United 
States Patent Office. It is therefore sug- 
gested that our Patent and Trade Mark 
Department be consulted relative to the 
possibility of an opposition proceeding. 


353,831.—See Illustration. Ybry, Inc., 
Wilmington, Del., and New York, N. Y. 
(Aug. 27, 1932.)—Perfumes and lotions. 

369,444.—See Illustration. Eve D’Alpern, 
Pittsburgh, Pa. (Sept. 11, 1935.)—Face 
powder, toilet waters, lotions for the skin 
and hair, brilliantine, ete. 

370,411.—See Illustration. Joseph Gelb- 
man, doing business as Quick J Labora- 
tories Co., Pittsburgh, Pa. (June 15, 1935.) 
—Hair tonic and scalp preparation. 

371,881.—See Illustration. McNeil Lab- 
oratories, Inc., Philadelphia, Pa. (June 1, 
1900.) —Toilet preparations. 

372,160.—See Illustration. Andrew B. 
Bonn, doing business as Bonaspectic Co., 
Fairmont, W. Va. (Apr. 10, 1925.)—Foot 
lotion. 

372,746. — See Illustration. Purepac 
Corp., New York. (Dec. 1931.)—Mouth 
wash. 

373,336.—See Illustration. Mary Fields, 
doing business as Le Continent et Cie., 
Chicago, Ill. (Jan. 1, 1935.) —Face creams, 
face lotions, face tonics, shampoo, hair 
tonics, rouge, lipsticks, etc. 

374,662.— See Illustration. Grace E. 
Hamilton, doing business as Slendex Lab- 
oratories, Chicago, Ill. (Jan. 2, 1927.) 
Externally applied slendering preparation. 

378,977.— See Illustration. Jacqueline 
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Conducted by Howard S. Neiman 


tration under the Act of March 19, 
1920. The remainder are those ap- 
plied for under Act of February 20, 
1905, and which have been passed 
to publication. 

Inventions patented are designated 
by the letter “D.” 

All inquiries relating to patents, 
trade marks, designs, registrations, 
copyrights, etc., should be addressed 
to 

PATENT AND TRADE Mark 
DEPARTMENT, 
THe AMERICAN PERFUMER, 

9 East 38th St., New York City. 


Cochran, doing business as Jacqueline 
Cochran Beauty Salon and J. C. Labora- 
tories, Chicago, IIl., and Roselle, N. J. 
(May 11, 1936.)—Cosmetics and beauty 
preparations. 

380,726.— See Illustration. Sunclyme 
House, Inc., Miami, Fla. (June 22, 1936.) 

Cosmetic preparations. 

380,786. — “Sweet Georgia Brown.” Mor- 
ton G. Neumann, doing business as Val- 
mor Products Co., Chicago, Ill. (Feb. 1, 
1927.) —Toilet soap. 

381,374, 381,375.—“MISTMASTER” and 
“BEAUTY MIST” respectively. Mortimer 
B. Parker, Oakland, Calif. (July 13, 1936.) 
—Vaporizers of volatile materials includ- 
ing medicants and deodorants and fumi- 
gants and perfumes. 

381,477.—See Illustration. Joseph Don- 
ner, doing business as Thoroughbred 
Pharmacal Co., Chicago, Ill. (June 1, 
1936.)—Shaving cream. 

381,943.—See Illustration. James Hunt- 
ley, Philadelphia, Pa. (Jan. 15, 1935.) 
Toilet kits. 

382,315.—See Illustration. Lessing L. 
Kole, doing business as Kolmar Labora- 
tories, Milwaukee, Wis. (Feb. 11, 1935.) 

Rouge, lipsticks, loose powder, eye- 
shadow, cream rouge, face creams, cake 
mascara, etc. 

382,322.— See [Illustration. Sav-O-Silx 
Co., Los Angeles, Calif. (Aug. 10, 1936.) 

Liquid soap. 

382,415.—See [Illustration. Mark W. 
Allen & Co., Detroit, Mich. (Nov. 19, 
1932.)—Toilet preparations. 

382,520.— ““HAIR-TREAT.” Ralph J. 
Patterson, doing business as R. J. Patter- 
son Co., Des Moines, Ia. (July 8, 1931.) 

Hair oil and dandruff remover. 

382,536. “MYRIAD.” Les Parfums 
Chypron S.A.. Courbevoie/Seine, France. 
(Jan. 16, 1936.)—Eau de cologne, laven- 





der water, hair washes, perfumes, brillian- 
tines, depilatory, etc. 


382,795. — See Illustration. Harriette 
Hessin, Hollywood, Calif. (Sept. 1, 1935.) 
—Perfumes, perfumed sachets, and _per- 
fumed dusting powder. 

382,819.— See Illustration. Bonat & 
Bonat, Inc., New York. (Mar. 1, 1936.) 
Hair waving solution, hair rinse, hair tonic, 
and hair shampoo. 

382,906—“M O C O.” Morris Cooper, 
Baltimore, Md. (June 22, 1932.)—Prepa- 
ration for removing hair. 

382,920, 382,921.—“CHAMPAC.” Les 
Parfums Chypron S.A., Courbevoie/Seine, 
France. (Feb. 19, 1936.)—Soaps and toilet 
preparations, respectively. 

383,016.—“PENTINT.” Carl C. Hoffman, 
Inc., St. Louis, Mo. (Aug. 6, 1936.)— 
Nail lacquer put up in applicators. 

383,060, 383,061—“FARANDOLE” and 
“TROUVAILLE” respectively. Houbigant, 
Inc.. New York. (Sept. 3, 1936.)—Per- 
fume, toilet water, skin lotion, eau vege- 
tal, cold cream, face powder, sachets, etc. 

383,213.—See Illustration. Estelle M. 
Lawrence, doing business as Iveen Labora- 
tories, Los Angeles, Calif. (May 1, 1930.) 

Cream for producing a tan complexion. 

383,235 ——*M OULDWAX.” Burton 
Skiles, doing business as Skiles Hair 
Styles, Long Beach, Calif. (May 1, 1936.) 

Preparation used in making permanent 
waves in the hair. 

383,300. See [Illustration. Federated 
Mills, Inc., New York. (Aug. 4, 1936.) — 
Facial tissues. 

383,396.—See Illustration. The Knox Co., 
Los Angeles, Calif. (Apr. 1, 1930.) —Prep- 
arations used in and for the treatment of 
fungus conditions of the skin and feet and 
other skin affections. 

383,433.—See Illustration. House of Fair- 
fax, Los Angeles, Calif. (Aug. 7, 1936.) 

Toilet preparations. 

383,537.—“MYRIAD.” Les Parfums Chy- 
pron Societe Anonyme, Courbevoie/Seine, 
France. (Jan. 16, 1936.)—Shaving soap, 
liquid glycerine soap, silver cleaning soap, 
shaving stick, cream soap. 

383,545.—See Illustration. Prince Match- 
abelli Perfumery Inc., New York. (Aug. 8, 
1936.)—Lipsticks, perfumes, face powder 
compacts, and face powder. 

383,592.—See Illustration. Sid Markham, 
doing business as Markham Laboratories, 
Miami, Fla. (Dec. 1933.)—Suntan oil. 

383,602.—See Illustration. Stenton Lab- 
oratories. Inc., Philadelphia, Pa. (Aug. 15, 

1936.) —Medicated soap. 

383.604—“BIOSTATIC.” Tokalon 
Chemical Corp., New York. (Sept. 10, 
1936.)—Face powder. 

383,609.—“LUSTERATOR.” Paul West- 
phal, Inc., New York. (Sept. 12, 1936.) 
Hair tonic and hair dressing. 








383,613.—See Illustration. The Buerger 
Brothers Supply Co., Denver, Colo. (Aug. 
10, 1936.) Perfume. 

383,623.—See Illustration. Charles P. 
Hughes, Chicago, Ill. (Oct. 23, 1933.) 
Bleach creams, tissue creams, cold creams, 
cleansing creams, etc. 

383,658, 383,659.—“BIOCEL” and “Lec- 
tro-Magnetic” respectively. Tokalon Chem- 
ical Corp., New York. (Sept. 21 and Sept. 
10, 1936 respectively.)—Skin cream and 
face powder, respectively. 

383,684. — See Illustration. Northam 
Warren Corp., New York. (July 6, 1911.) 

Antiseptic nail lotion and skin ointment. 

383,742.—See Illustration. Jersey-Creme 
Co., doing business as The Julep Co., 
Fort Worth, Tex. and Chicago, Ill. (Sept. 
12, 1936.)—Imitation vanilla flavor for 
foods. 

383,776. —“CANTERBURY HOUSE.” 
McKesson & Robbins, Inc., Bridgeport and 
Fairfield, Conn. (Feb. 11, 1936.)-—Toilet 
preparations. 

383,810.—“1776.” Harry D. Koenig, New 
York. (May 1, 1936.)—Face powder, lip- 
stick, face rouge, cleansing cream, cold 
cream, foundation cream, etc. 

383,880.—“Lois Carol.” Harold D. Far- 
ber, Binghamton, N. Y. (Sept. 26, 1936.) 
—Toilet preparations. 

383,931. — ““INGENUE.” Lucien Lelong 
Inc., Chicago, Ill. (Sept. 18, 1936.) —Per- 
fume. 

383,990.—See Illustration. Eastern Trad- 
ing Co., Chicago, Ill. (Apr. 5, 1934.) 
Incense. 

384,010.—See Illustration. The Pompeian 
Co., Inc., Bloomfield, N. J. (Feb. 15, 
1936.)— Rolling massage cream. 

384,011.—See sage Irvine Poole, 
Seattle, Wash. (Aug. 14, 1936.)—Prepara- 
tion for the hair. 

384,086.—“SWANSOFT.” The Kroger 
Grocery & Baking Co., Cincinnati, Ohio. 
(July 5, 1936.) —Cleansing tissues. 

384,137.—See Illustration. Sales Asso- 
ciates, Ltd., Los Angeles, Calif. (Sept. 10, 
1936.)—Permanent wave admixtures. 

384,195.—See Illustration. Colgate-Palm- 
olive-Peet Co., Jersey City, N. J. (Apr. 9. 
1936.)—Face powder. 

384,213. “DEDICACE.”  Houbigant, 
Inc.. New York. (Oct. 6, 1936.)—Per- 
fumes, toilet water, face powder, talcum 
powder, bath salts, etc. 

384,359.—“SULTAR.” George Gallow- 
hur, Mt. Kisco, N. Y. (Sept. 15, 1936.) 
Hair shampoo preparation. 

384,540. “FILTOFOAM.” David B. 
Lesser, doing business as The Benzofoam 
Products Co., Chicago, Ill. (Jan. 1, 1910.) 

Dry cleaning soap. 


Trade Mark Registration Granted 
(Act of March 19, 1920) 


These registrations are not subject to 
opposition. 


M341,648. See Illustration. Joseph 
Heinzkill, Appleton, Wis. (Oct. 1, 1935. 
Serial No. 375,146.)—Perfumes and sio- 
matic chemicals. 

M341,649.—See Illustration. W. Geo. 
Corpus, Detroit, Mich. (Aug. 1931. Serial 
No. 375,635.)—Hygienic powder. 


M341,657. — “Somerset.” International 


Cellucotton Products Co., Chicago, Tl. 


78 





os puree 
FY 





ae 


WINGS TO BEAUTY 7 
378,977 a 


SLENDEX 


: enon, hw 5 
ULPHUE 


se, PUREDSEPTIC Qe f 


374.662 


361,477 





383,623 


nal- 


mend & 


f Dice, #01 (a 61 


nee Oil de hexiot 


M541 547 


BONASEPTIC = a 
, 


Paxami 


Briten 





(Oct. 4, 1935. Serial No. 370,804.) Absorb- 
ent face cleansing sheets made of paper. 

M341,667.—“BETTY HAWLEY.” Nich- 
olas Corotneff, doing business as N. Corot- 
neff, New York. (June 1, 1935. Serial No. 
383,206.) —Astringents, cold cream, face 
rouge, face bleach, face packs, skin lotions, 
hand lotions, etc. 

M341,668.—See Illustration. DeShazor 
Beauty System, Inc., New York. (Apr. 10, 
1935. Serial No. 381,261.)—Finger waving 
cream. 

M341,835.—See Illustration. United Drug 
Co., Boston, Mass. (Oct. 19, 1935. Serial 
No. 378,810.)—Tooth paste. 

M341,843.—See Illustration. Charles Mi- 
cari, Chicago, Ill. (Dec. 28, 1933. Serial 
No. 382,743.)—Liquid hair shampoo. 

M341,547.—See Illustration. Lolita Lee, 
Philadelphia, Pa. (Oct. 2, 1935. Serial No. 
375,446.)—Preparation for application to 
the finger nails. 

M341,850.—See Illustration. Bree Cos- 
metics, Inc., doing business as Gibbs & 
Co., Chicago, Il]. (Oct. 28, 1935. Serial 
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384,011 
No. 371,256.)—Hair bleach. 
M341,855. — See Illustration. Golden 


Glint Co., Inc., Seattle, Wash. (Oct. 1, 


1935. Serial No. 370,766.)—Liquid sham- 
poo. 


Designs Patented 


D102,151.—Design for a combination 
lipstick and holder therefor. Macy H. 
Stein and Max S. Stein, New York. 

D102,155, 102,156.—Designs for an ato- 
mizer case. Frederic A. Vuillemenot, To- 
ledo, Ohio. 

D102,172.—Design for a_ bottle. Elsa 
Schiaparelli, Paris, France, assignor to S. 
A. Schiaparelli, Paris, France. 

D102,174.—Design for a container cap. 
Georges Wilmet, New York, assignor to 
Armstrong Cork Co., Lancaster, Pa. 

D102,178.—Design for a perfume bottle 
or similar container. Burtis J. Doland, 
Chicago, IIl., assignor to Lucien LeLong, 
Inc., Chicago, Ill. 

D102,198, 102,199, 102,200, 102,201, 
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102.202.—Designs for an atomizer. Fred- 
eric A. Vuillemenot, Toledo, Ohio. 

D102,279.—Design for a bottle. William 
Richard Kohl, Chicago, Ill, assignor to 
Carr-Lowrey Glass Co., Baltimore, Md. 

D102,283.—Design for a bottle. Jerome 
W. Marrow, Chicago, Ill., assignor to J. 
W. Marrow Mfg. Co., Chicago, Ill. 

D102,303.—Design for a bottle. Walter 
S. Nuckols, Short Hills, N. J., 
Mary Chess, Inc., New York. 

D102,348.—Design for an_ illuminated 
vanity case or the like. Ray A. Atherton, 
Oakland, Calif. 

D102,367, 102,368.—Designs for a cap 
for bottles, jars and the like. Frank Earl 
Higgins, New York, assignor to California 
Perfume Co., Inc., New York. 

D102,401.—Design for a cosmetic bottle. 
Pauline W. Shulman, Hartford, Conn., as- 
signor to Martha T. Marcus. 

D102,462.—Design for a container cap. 
Georges Wilmet, New York, assignor to 
Armstrong Cork Co., Lancaster, Pa. 


assignor to 


Patents Granted 


2,061,603.—Means for rendering bottles 
nonrefillable. Walter J. Ward, Lakewood, 
Charles E. Bauerle, Cleveland, and Ferdi- 
nand H. Dalrymple, Bedford, Ohio. 

2,061,796.—Closure for containers. Don- 
ald Welz Des Roches, Toronto, Ont.. 
Canada. 

2,062,363.—Vanity case. Jacques Kreis- 
ler, New Rochelle, N. Y. 

2,062,411. — Depilatory. 
Fischer, Pittsburgh, Pa. 

2,062,610.—Dispenser for powdered den- 
tifrice. Clifford E. Rickel, Mogadore, Ohio. 

2,063,157.—Metal closure for bottles and 
jars."Daniel M. Gray, Wheeling, W. Va.. 
assignor to Hazel-Atlas Glass Co., Wheel- 
ing, W. Va. 

2,063,328.—Bottle support. John  H. 
Morcom, Long Beach, Calif. 

2,063,428.—Container cap. George Goe- 
bel, Baltimore, Md., assignor to Crown 


Henrietta A. 


DYESTUFFS AND 


Cork & Seal Co., Inc., Baltimore, Md. 

2,063,454.—Crown cap and method of 
making. Charles E. McManus, Baltimore, 
Md., assignor to Crown Cork & Seal Co.., 
Inc., Baltimore, Md. 

2,063,455.—Closure and method of manu 
facturing the same. Charles E. McManus, 
Spring Lake, N. J., assignor to Crown 
Cork & Seal Co., Inc., Baltimore, Md. 

2,063,538.—Metal container. Jacob Dahl, 
Chicago, Ill., assignor to Continental Can 
Co., Inc., New York. 

2,063,550.—Metal container. William W. 
Hodgson, Chicago, Ill., assignor to Con- 
tinental Can Co., New York. 

2,063,557.—Metal container. William F. 
Punte, Syracuse, N. Y., assignor to Con 
tinental Can Co., Inc., New York. 

2,063,615.—Receptacle and closure there- 
Merolle, Brooklyn, 
N. Y., assignor to Empire Metal Cap Co.. 
Inc., Brooklyn, N. Y. 

2,063,709.—Atomizer. John Leonard Tay- 
lor, Milwaukee, Wis. 

2,064,042.—Friction cap and _ package. 
Louis A. Von Till, Brooklyn, N. Y., as- 
signor to Anchor Cap & Closure Corp., 
Long Island City, N. Y. 

2,064,308.—Shaker top can. Arthur G. 
Hopkins, Maspeth, N. Y., assignor to Na- 
tional Can Co. 

2,064,555, 2,064,556, 2,064,557.—Lipstick 
Holders. August Mitchell, New York; 
Philip A. Reutter, Waterbury, Conn.; and 
James Lee, Waterbury, Conn., respective- 
ly; all assignors to Scovill Manufacturing 
Co., Waterbury, Conn. 

2,064,725.—Detergent composition. Wald- 
emar Blech, Cleveland, Ohio, assignor to 
Thurlow G. Gregory. 

2,064,844.—Vanity case. August Mitchell, 
New York, assignor to Scovill Mfg. Co., 
Waterbury, Conn. 

2,065,231.—Closure. Charles S. Louden- 
slager, Sr., and Charles S. Louderslager. 
Jr., Columbus, Ohio. 

2,065,243.—Closure. Floyd R. 
Chicago, Tl. 


for. Augustus L. 


Perkins. 


DERMATITIS 


by H. S. Redgrove 


A very important 
paper on “The Chemical Aspects of 
Dermatitis,” by Dr. H. E. Cox, ap- 
pears in a recent issue of the 
Journal of the Society of Chemical 
Industry. Dr. Cox has carried out a 
good deal of detailed research in con- 
nection with the causation of derma- 
titis by para-phenylene diamine and 
related hair-dyes; and, in this paper, 
he broadly reviews the whole ques- 
tion of the relation between chemical 
constitution and irritant and toxic 
properties liable to give rise to der- 
matitis. The list of dyestuffs which 
he gives as having been found by ex- 
periment to be irritant, not invariab- 
ly, but frequently, is long and alarm- 


ing. Eosin and acid fuchsin are in- 
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cluded, two dyes which are of lead- 
ing importance to the cosmetic indus- 
try, the first as a lipstick color, the 
second as one of the few suitable dyes 
which will stand up in solutions of 
aluminus chloride. These dyes are 
generally considered to be harmless, 
and we query whether, in the cases of 
irritation recorded as having been 
produced by them, the dyes, rather 
than associated impurities, were the 
cause of the trouble. The whole sub- 
ject is exceedingly complex, as Dr. 
Cox makes abundantly plain. and the 
complexity is enhanced by the factor 
of personal idiosyncrasy. No court 
would uphold a charge against a fish- 
monger for supplying oysters or a 


fruiterer for supplying strawberries 





to a person who was idiosyncratic in 
relation to either of these comestibles; 
but would the same apply in the case 
of a cosmetic manufacturer who sup- 
plied a lipstick or other cosmetic to a 
user who was idiosyncratic towards 
It might 
be argued that the two cases are not 


a dyestuff present therein? 


analogous, since, in the case of the 
oysters and strawberries, the purchas- 
er knows exactly what is being pur- 
chased. 

In concluding his valuable paper, 
Dr. Cox refers to the unsatisfactory 
position in Great Britain relative to 
the dyes used for coloring foodstuffs. 
“In America,” he writes, “there is a 
‘permitted list’ which 
number of colors from which many 
shades can be made. In this country 
(Great Britain) there is only a very 
short prohibited list. 


includes a 


Almost any 
kind of dye may be used, provided 
only that it is free from certain me- 
tallic impurities. In view of the fre- 
quency in which irritation arises 
from their external use, one cannot 
view with equanimity the widespread 
dosing of our insides with colors old 
or new, the physiological properties 
of which are almost wholly un- 
known.” The same careful study be- 
stowed on the physiological proper- 
ties of dyes when applied externally 
would be greatly welcomed by the 
cosmetic industry. 


New Companies 


Boris Gordon Theatrical Costumer, 
Inc.. New York, apparel, cosmetics, 
Filed by 
S. Laurence Lewandorf, 274 Madison 
Ave.. New York. 

Lovette Cosmetics & Novelties Co.. 
Inc.. New York, cosmetics, $20,000. 
Filed by Brodsky & Stone, 570 7th 
Ave., New York. 

Grade A Products. Inc., New York, 
cosmetics, $25,000. Filed by Delany, 
Lewis & Williams, 290 Lenox Ave., 
New York. 

After Thirty Laboratories, Inc., 
Wilmington, Del., remedies and toilet 
articles, 500 shares. Incorporators: 
William E. Richardson, Harvey B. 
Cox, Ward B. McCarthy, Washing- 
ton, D. C. Filed by The Capital 
Trust Co. of Delaware. 

Nu-Contour, Inc., New York. cos- 
metics, 250 shares preferred. 2500 
shares common. Filed by Reiley, 
Harrison & Reinhardt, 11 Park PI.. 
New York. 

(Other New Companies on p. 74) 


200 shares no par value. 
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SUPPLIERS’ HELPS FOR MANUFACTURERS 


Copies of any of the material men- 
tioned in this section may be had 
from The American Perfumer 
unless otherwise stated. Simply 
check the items wanted er send 
a postal card to Suppliers’ Helps, 
The American Perfumer, 9 East 
58th Street, New York City. 


[] Firmenicu & Co., Inc., New 
YorkK anpD Cuuit, Naer & Cie., GEN- 
EVA, SWITZERLAND. Calendar for 
1937. 

The 1937 edition of this very beauti- 
ful calendar is being distributed 
through Firmenich & Co., Inc., New 
York. It is one of the most beautiful 
examples of color printing which has 
come into our hands. Scenes in the 
Alps, showing typical Swiss views 
and beautiful flower fields are fea- 
tured. 


[] Genera Ptastics, INnc., NoRTH 
Tonawanna, NN. Y. “Packaging 
News.” 

The current issue is illustrated by 
pictures of several cosmetic products, 
including the three piece “feather- 
weight” jar which has been adopted 
by several cosmetic manufacturers. 


[_] GivaupAN-DELAWANNA, INc., NEW 
York. “The Givaudanian.” 

An interesting editorial on the Rob- 
inson-Patman Act and several techni- 
cal articles are featured in the cur- 
rent issue. 


[] First Macuinery Corp., New 
York. “Recondition Equipment.” 
This giant broadside features a num- 
ber of the company’s latest offerings 
including a considerable number of 
machines especially suited for cos- 
metic and toilet goods manufacture. 


[] Appe Encineertnc Co., New 
York. “New Standards in Sifting.” 
The use of the centrifugal sifting 
method is described and illustrated 
in this interesting circular with spe- 
cial reference to the company’s “Tur- 
bine Sifter,” a comparatively new de- 
velopment for this process. 


[] Institute oF Distrisution, INc., 
New York. “The Truth About the 
Robinson-Patman Act.” 

“T learned as a boy that there were 
three kinds of dogs,” said Rich Me- 
Cleery, one of the small town retail- 
ers who appeared before the House 
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Committee in opposition to the Rob- 
inson-Patman bill. “There was the 
kind that wagged his tail as you went 
into the yard. You felt safe with that 
kind of a dog. You knew he was your 
friend and not going to hurt you. 
Then you would find the dog that 
would growl at you. That wasn’t 
so good, but still you knew just what 
to expect from him. But when you 
found a dog that would growl and 
wag his tail at the same time, you 
didn’t know just what to do. That 
is like some of the legislation we 
have: It wags its tail in the preamble 
and growls viciously when you read 
Article A, Section B.” 

This is the conclusion of Frank 
Parker Stockridge on the Robinson- 
Patman Act, as told in three articles 
originally published in Today and 
now reprinted by The Institute of 
Distribution. The reprint is well 
worth careful reading and study. 


THe PraupLer Co., RocHESTER, 
N. Y. “The Glass Lining” for Fall 
and Winter 1936. 
The most interesting feature of the 
current issue of this magazine is the 
“Business Index” prepared by Mer- 
cer Brugler, vice-president and assis- 
tant general manager. In it are nu- 
merous statements of fact, indicating 
that 1937 should be an excellent busi- 
ness year and a chart of business ac- 
tivity for the United States and Can- 
ada. 


] Soap & GLYCERINE PRODUCERS 
AssociaTiIon, New York. “Cleanli- 
ness Facts’’. 
In line with its resumption of pub- 
licity and educational work formerly 
conducted under the name Cleanli- 
ness Institute, the association has pre- 
pared radio talks which are being 
distributed to selected stations. The 
talks include advice on household af- 
fairs with particular reference to the 
use of soap. 


[_] CoLuMBIA BROADCASTING SYSTEM, 
New York. “The Very Rich.” 

In this beautiful book, one of the 
leading chain broadcasters presents a 
study of radio and the wealthy. Its 
conclusions are that the radio habits 
of this group are quite similar to 
those of the lower income classes. The 
average radio ownership in the $10,- 
000 per year and up income brackets 


is shown as 3 per family; 78.9 per 
cent of them listen to the radio every 
day; the average listening time in 
hours is 4.2. First choices in pro- 
grams are as follows: 1. Boake Car- 
ter. 2. Major Bowes. 3. Rudy Val- 
lee. 4. News Bulletins (in general) 
and 5. Ford Symphony Hour. 


[|] Tue InstiruTe oF DIsTRIBUTION, 
New York. Calendar. 

This calendar is designed to show on 
each date the state and Federal ob- 
ligations falling due at that time as 
a help to the accountant in keeping 
track of the numerous requirements 
of Federal and local governments. 


(-} AncHor Cap & CLosuRE Corp., 
Lone Istanp City, N. Y. Calendar. 
This company has sent a large wall 
calendar on which every month of 
1937 is shown on a single large 
sheet. 


(_] Dopce & OLcorr Co., New York. 
Calendar. 
A fine wall calendar bearing a view 


of the company’s plant at Bayonne, 
N. J. 


[] Dorotuy Gray, New York. “Se- 
crets of Salon Make-up.” 

This comprehensive folder explains 
the Dorothy Gray theory of make-up 
and serves as a guide in the choice of 
shades of cosmetic preparations for 
individual types. It also gives brief 
descriptions of the company’s make- 
up preparations together with their 
prices. 


()Cuartes Fiscuspeck Co., INc., 
New York. Price List. 

The company has issued an elaborate 
and very useful price list of essen- 
tial oils, aromatic chemicals and spe- 
cialties for a wide variety of uses in 
the cosmetic, perfume, soap, extract 
and allied industries. A feature is 
the descriptive matter regarding odor 
and uses of numerous aromatic chem- 
icals and another excellent addition 
is a conversion table of weights and 
measures worked out in very usable 
form. 


Bankruptcy 
Kosmet Laboratories, Inc., cosmet- 
ies, 512 5th Ave., New York. Invol- 
untary by Helfrich Laboratories of 
New York, Inc., for $2,972; Reed B. 
Dawson, $1,149; Beatrice Barnett, 
$1,850. Henry E. Wells appointed 


receiver. 
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The Grapefruit Blossom of Florida 


Blends well with Gardenia or can be used alone for a new 


note of the present vogue. ... For Perfume, $24.00 per pound, 
for cosmetics, $8.00 per pound. Sample ounce, $1.50. 


WARREN E. BURNS, « 


325 WEST HURON STREET, CHICAGO, ILL. 
11 WEST 42ND STREET, NEW YORK CITY, N. Y. 


ESSENTIAL OILS, AROMATICS AND FLAVORING PRODUCTS, FRUIT JUICES AND CONCENTRATES : CITRUS BY-PRODUCTS 
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LA PARFUMERIE MODERNE 































A Monthly Review Devoted To The 


Perfumery And Allied Industries 


FOUNDED 
-IN 1908 - ; : . 
La Parfumerie Moderne publishes the most com- 
plete Technical and Practical Articles on Essential 
Oils and Synthetics and their uses in Perfumery, 
Soaps, Drugs, etc. 


ia Parfumerie Moderne publishes its principal 
articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 





LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) 
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Scpmated’ NET SALES of ETHYL ALCOHOL tot 


1936 APPARENT CONSUMPTION 
LD biL iL ma bee eee els 
SHOWN CUMULATIVELY,. PER CENT 


Apparent consumption of industrial ethyl alcohol 
from Jan. 1 to Oct. 31, 1936, was 56,741,000 wine 
gallons. This is 29.8 per cent greater than during 
the same period in 1935 when 43,695,000 wine gal- 
lons were consumed. 


Price schedules on pure alcohol, spe- 
cially denatured formulae and ester sol- 


vents, for the first quarter of 1937 were 
announced on December 4. 





DIPOLE THEORY EXPLAINS 
ACTION OF AROMATIC BODIES 


Attempting to explain the phenomenon 
of odor, the Dipole Theory of Aromatic 
Substances, recently advanced, has been 
accorded profound respect, if not actual 
acceptance, by many chemists. This the- 
ory is based on the principle that mole- 
cules of the aromatic bodies must contact 
the olfactory organs before the odor is 
perceived. 

According to experiments in Europe 
the dipole of a molecule is not free of 
outside influences until the molecules are 
sufficiently separated. Thus, to deter- 
mine the “dipole moment” of the sub- 
stance, it must be diluted in a neutral 
solvent free from any polarity. 

This explains why concentrated per- 
fumes have different odors when diluted. 
The theory is that when the substance 
is concentrated, or only slightly diluted, 
the dipoles of the molecules are able to 


(Continued on next page) 


F.D. A. CHIEF CITES IMPROPER 
LABELING OF RUBBING ALCOHOL 


Pointing out that 20,000 bottles of 
“rubbing alcohol” were seized in 33 sei- 
zure actions, the annual report of the 
Chief of the Food and Drug Administra- 
tion levels an admonitory finger at the 
practise of improper labeling. 

The report states that: “Rubbing al- 
cohol, for years understood by pur- 
chasers to be ethyl (grain) alcohol, had 
been sophisticated with a by-product of 
the petroleum industry, called isopropyl 
alcohol. The latter, barred from use in 
foods and of questionable safety in drug 
preparations, is not what the consumer 
expects when he buys ‘rubbing alcohol.’ 

“Under the Food and Drugs Act, iso- 
propyl alcohol preparations intended for 
external bodily use must show the exact 
nature of the article without any accom- 
panying words or trade names which 





would tend to confuse the product with 
ethyl alcohol.” 





'BIOCHEMISTS SEEK NEW MEANS 
TO INCREASE VITAMIN SUPPLY 


Use Alcohol to Obtain Better Extraction Processes and 
Prepare for Wider Synthesis 
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When a group of American Scientists announced the synthesis of 


Vitamin B, recently, a 





PAUL HARRISON RETIRES; 
WITH INDUSTRY 46 YEARS 


Marking close to a half century of 
service, Paul Harrison brings to a close 
on January 1, 1937, one of the longest 
and most active careers in the alcohol 
industry. He retires as Sales Manager 
of the New York division of the 
Industrial Alcohol Co. and as President 
of James A. Webb & Son, a subsidiary 
company of U.S. I. 

Mr. Harrison en- 
tered the alcohol field 
in 1890 when he joined 
James A. Webb & Son, 
which was founded in 
1835. As Sales Man- 
ager of Webb, Mr. 
Harrison was laying 
the foundation for his 
wide knowledge of 
buyers’ problems that 
served him so well in 
future years. His brother, 
son, later to become U. S. I. 
was also connected with Webb. 

When the House of Webb became a 
part of U.S in 1915, the move was 
hailed as a happy combination of the 
best traditions and distributing ex- 
perience of “Webb” and the great tech- 
nical and manufacturing resources of 
U.S. I. Mr. Paul Harrison assumed his 
new duties as N. Y. Sales Division Man- 
ager with a growing number of prob- 
lems confronting the industry. The 
heavy burden of sales and shipments of 
war-time alcohol fell upon his shoulders. 

In recent years his counsel won him 
high esteem and his departure is re- 
gretted by his host of friends. 





F. M. Harri- 


President, 
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WHITE RATS, 


-@with the 


| been this 


lin 


| tion in each case, 


magnificent cycle of biochemical research 
mov ed forward to ev entual completion. 


seginning thirty years ago 

Dutch biologist Eijkman’s ect- 
tempts to isolate the active antineuritic 
principle of rice polishings—now recog- 
nized as Vitamin B:—research spread 
to laboratories in Europe and America. 

The science of vitamins was young, 
but it was recognized that until this un- 
known substance could be administered 
in controlled, definite doses no quantita- 
tive measure of its action could be made; 
nor could chemical identification and 
synthesis be possible until the pure ma- 
terial was prepared. 

Later these same problems arose when 


l 


| the functions of still other vitamins were 


Yet indefatigable has 
research, that Vitamin B:, C 
and D have been artificially prepared. 
Even now the synthesis of Vitamin A is 
the offing. 


discovered 


So 


tleohol 


Alcohol has helped to write important 
chapters in this history. New commercial 
processes are being perfected with its 
aid; old ones are being improved. Liver 
oils, rich in Vitamin A and D contents 
are treated with a solution of alcoholic 
potash to remove all traces of fats. The 
unsaponifiable portion remaining con- 
tains the vitamin. Likewise, in the pre- 
paration of Vitamin E, the antisterility 
vitamin, a similar process is used with 
wheat germ oil. Following saponifica- 
further concentration 
is employed to prepare the pure vita- 
mins. 

Attaining more satisfactory yields, 
always a major difficulty in vitamin 

(Continued on next page) 


Extraction With 
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such as are shown above, are among the animals used for making biological assay 


of vitamins. This phase of laboratory research is an extremely important operation in determining the 
effect of vitamins administered in controlled doses. 
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PERFUMERS STUDY PROMOTION OF 
ODORS IN “LIMITED EDITIONS” 


Introduction of limited editions of per- 
fumes may not be a new move, but the 
idea received added emphasis with the 
announcement of one large company that 
each of twelve odors would be available 
to only 1,000 women. 

The perfumes, packed in copper-lined 
cans wrapped in fine wool flannel, will 
be sold to a woman under registry with 
the guarantee that she will be one of a 
limited group having exclusive rights to 
use of that fragrance. Upon reordering 
her particular brand, reference is made 
to the registry number. 


SEEK NEW VITAMIN SUPPLIES 


(Continued from preceding page) 








manufacture, has been made easier in a 
recent patent for the manufacture of 
Vitamin B:. An acidulated alcohol- 
water mixture is used to make an ex- 
tract from yeast or rice polishings. Ad- 
sorption of this extract on Fullers Earth 
provides the basis for a method to re- 
cover the vitamin by treatment with 
quinine sulphate, followed by purifica- 
tion. 

Vitamin D was the first pure vitamin 
to be isolated. Recent reports bring the 
number of its known forms to eight. One, 
calciferol, is obtained by irradiating a 
complex substance, ergosterol, derived 
from an alcoholic solution of yeast. Final 
purification of Vitamin D prepared in 
this manner is arrived at by a series of 
recrystallizations from an acetone-me- 
thyl alcohol mixture and from methyl 
alcohol. 

Vitamin ““G” Studied 

The complex nature of Vitamin “G” 
has been brought to light through use of 
alcohol and alcoholic compounds and 
mixtures. The various components of 
Vitamin “G”—flavin, filtrate factor and 
anti-pellagric factor—are soluble in 
water and alcohol and anhydrous alcohol 
and certain other compounds of alcohol, 
in such varying degree to make the isola- 
tion of individual components possible. 

In synthetic manufacture, alcohol has 
received considerable attention. Karrer’s 
process for the production of pro-Vita- 
min A involves the transformation of 
esters to primary alcohols. Reduction is 
carried out with the aid of sodium in al- 
cohol. A proposed synthesis of Vitamin 
C is from sorbose through the acetone 
derivative. Purification of the inter- 
mediates takes place by precipitation 
from ether and crystallization from 
alcohol. 

Only a partial history of vitamins can 
be written today, yet already alcohol has 
contributed important pages. 


U.S. £ 


Anhydrous Alcohol 


|'Made By Exclusive Process 


} 





Absolute ethyl alcohol, formerly a 
laboratory item, is manufactured by 
U. S. I. in the largest anhydrous al- 
cohol installation in this country. 
Based on the phenomenon of azeotropic 
distillation in which no salts are em- 
ployed, U. S. I.’s continuous process 
makes possible the production of 200 
proof alcohol that conforms to the most 
rigid standards of purity and uni- 
formity. 

Recent years have seen a steady in- 
crease in the consumption of this pro- 
duct. Widening fields of scientific re- 
search have emphasized the need for 
water-free alcohol in large quantities. 
Newer commercial processes indicate 
that the advantages of an anhydrous 
alcohol solvent outweigh the small in- 
creased price over the 190 proof grade. 

Complete adaptability is provided 
with all the authorized denatured 
formulas in the denatured anhydrous 
grade in addition to the undenatured 
product. 


VITAMINS IN COSMETICS ? 


Whether or not the industry has dis- 
covered something new, cosmetic manu- 
facturers are beginning to give increased 
attention to the use of vitamin products 
in their wares. A short time ago a New 
York department store placed on sale a 
quantity of soap containing Vitamin F. 
A surprisingly quick sell-out resulted. 

Cleansing creams, skin oils, hair 
tonics, shaving creams and even nail 
polish are other products where Vitamin 
F is being used. Vitamin F, prepared 
from a series of unsaturated fatty oils, 
is reported to be of value for treatment 
of various skin, nail and hair afflictions. 

How extensive the utilization of other 








| vitamins in cosmetics will be remains to 


| been started. 





be seen; certainly some sort of trend has 





DIPOLE THEORY 


(Continued from preceding page) 

exert a mutual influence upon each other 
to such an extent that the odor is modi- 
fied or even completely suppressed. 

When molecules of the aromatic sub- 
stance enter the sensitive area of the 
odor perception organs an excitation re- 
sults from the contact of the dipoles with 
the molecular field of the osmoceptoric 
substance (a substance capable of react- 
ing to odors), and thus these dipoles are 
neutralized to a certain extent. This ex- 
citation is transmitted to the central 
nervous system where it is recognized as 
an odor. 


(Condensed from the Givaudanian—Nov., 1936. 
Trans. from La Parfumerie Moderne-—-April, 1936.) 


TECHNICAL DEVELOPMENTS | 
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The items in this column are gathered 
from many varied sources. Further infor- 
mation may be obtained by writing to U.S.1. 


us | 


Rancidity in soaps, vegetable and animal 
oils can be prevented, it is said, by a new 
product now on the market. It is described 
as a slightly aromatic chemical, soluble in 


|aleohol and water and partially soluble in 


oils. The manufacturer states that it is non- 
toxic and has no deleterious effect on per- 
fumed products. 


Us | 


Distilled water can be produced at the rate 
of one quart per hour on as little as 800 
watts current consumption with a midget 
still recently announced. Operation is auto- 
matic and the unit is sufficiently portable 
to eliminate permanent piping connections. 


i a 


Four new flavoring oils have been intro- 
duced. An oil of Cumin is offered with a 
high cumin aldehyde content; another will 
duplicate the flavor of imported liver 
sausage; celery and savory flavors may be 
enhanced with the other two. 


US | 


A new textile-finishing agent which the 
manufacturer claims will render fabrics of 
every kind water-repellent, reduce the ab- 
sorption of moisture, and minimize the 
hazards of spotting and staining, has been 
announced. It is stated that the finish will 
survive 6 to 8 careful launderings after 
which it can be easily re-applied. 


US | 


Heliotropin and labdanum in perfumes can 
be replaced with two new materials recently 


|} announced. The heliotropin replacement is 


said to be sweeter and stronger than the 
natural flower while the labdanum item is 
described as free from inert ingredients. 


us i 
Silk-elastic sticking-plaster particularly 


adaptable to application over joints or body 
parts subject to muscular flexion is being 


| offered. The maker attributes to it “auto- 


matic” adhesion which results from an in- 
verted curling effect at the edges when the 
plaster is stretched. 


US | 


Bottles, tins, cartons and bags can be han- 
dled in a new powder filling machine on the 
market. Particular adaptability to filling 
shallow face and complexion powder boxes 
is claimed, 


Us i 


Toxins for insecticides have been extracted 
from roots containing rotenone by a proc- 
ess recently patented. Alcohol acidulated 
with sulphuric acid is used to digest the 
macerated roots. 





Charts illustrating a simple method for de- 
termining the amount of liquid in a 54-gal. 
drum may be secured by writing to U. S. I. 











U.S.INousTRIAL Atcouot Co. 


WORLD’S "LARGEST PRODUCERS OF INDUSTRIAL 


SPECIALLY DENATURED-A//l Formulas e 


SOLOX-The General Solvent 


Exe ulive Offices r 


60 East 42nd Street, New 


ETHYL ALCOHOL 


COMPLETELY DENATURED-All Formulas’ e 


e U.S. 1. DENATURED ALCOHOI . 
PURE (190 PROOF) 


U.S. 1..—U.S. P.-Ethyl @© WEBB'S-Ethyl 


TAX PAID~—TAX FREE 


ALCOHOL 


ANHYDROUS-Denatured e ABSOLUTE-Pure 


SUPER PYRO Anti-Freeze 


York, N. Y. Branches in all Principal Cities. 
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Write for 


free copy 


of the one 


i 
BRITISH 
Trade 


Journal 


; which deals exclusively with the 
evolution, packaging and market- 
ing of Soap, Perfumery, Cosmet- 
ics and allied products. “SOAP, 
PERFUMERY & COSMETICS” 
is the accredited organ of the in- 
dustry throughout Great Britain 
and the British Empire. Its news 
and technical articles are up-to-min- 
ute and the journal is really in- 
dispensable to all engaged in the 
industry in any part of the world. 


One year—$3. Two years—$5 


SOAP 
PERFUMERY 
& COSMETICS 


102-5 Shoe Lane, Fleet St. 
LONDON, ENGLAND 
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COMPAGNIE DUVAL 


121-123 East 24th St. 
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RELIABILITY 


O trace of foreign odors 

when you buy DUVAL 
Essential Oils. Purity . . . ab- 
solute purity ... is one of the 
"musts" behind every shipment 
bearing the name of DUVAL. 
Inquiries about spot goods or 
contracts for future delivery on 
Essential Oils, Aromatic Chem- 
icals, Natural and Synthetic 
Flower Oils, Resinoids, Fixatives 
and all other Perfume and 
Flavor Materials that you may 
be using in your product will be 
welcomed, and will receive our 


prompt and careful attention. 


STuyvesant 9-226] 


New York 








TELEPHONE BEEKMAN 3-3156-3162 

M * W * PARSONS CABLE ADDRESS PARSONOILS, NEW YORK 
IMPORTS §5 ANN STREET 

Lt A 


AND 
PLYMOUTH ORGANIC LABORATORIES - INC: NEW YORK:-N:Y°U:S:°A> 


































TRIPLE-PRESSED STEARIC ACID 


We are Eastern distributors for Harkness & Cowing because they 
| produce only the very finest grades of Stearic Acid available. 
| Their Saponified Triple-pressed has a particularly low iodine 

Value of 1.5 to 1.75 and is very white and practically odorless. 


It is highly recommended for all types of vanishing creams and 
pharmaceutical uses. 
Stocks are regularly carried here in New York. 


A complete line of Cosmetic Raw Materials 


 —_e 
Your IMMEDIATE ATTENTION IS 
| CALLED TO THIS NEW No. 17 Type A 
||| IMPROVED AUTOMATIC TUBE FILLING, 
CLOSING AND CRIMPING MACHINE 
|| for SEALING COLLAPSIBLE TUBES 


The famous COLTON CLOSURE machine has 
been greatly improved and simplified. It now 













offers you these new advantages: 


| 1. Motor is underneath, out of the way. 





2. Equipped with REEVES drive for speed control. 


3. New design filling head makes machine operation more 
smooth than before. 


a 


Start and stop push button switch. 





Two handy levers. One for starting machine proper. 
One for stopping starting filling mechanism. 


All of these improvements — yet no increase in 
| price. Write today for a sample tube and full 





information on this machine. 


| ARTHUR COLTON CO. cttecti"wctigas 
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Your own brand 
of cosmetics .. . 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 





We list only the fast selling items. If what 
you need is not listed, let us know and 
we will advise you promptly regarding it! 


CREAMS Sundries (Cont'd) Liquids (Cont'd) 

Acne Cream Rouge After Shave 

All Purpose Eye Shadow Lotion 

Bleach Dusting Powder Deodorant 

Cleansing 

Cocoa Butter 

Cold LIQUIDS FACE POWDER 

Foundation Perfumes More than 70 

Lemon Toilet Water shades of the 

Tissue Shampoo highest grade in 

Beauty Mask Hair Tonic Light, Med. and 

Clay Pack Lotions Heavy weight 

Deodorant Skin Tonics carried in stock. 
Astringent The quality of 

SUNDRIES Brilliantine our Face Pow- 

Rouge Compact Powder Base der has a world 

Lip Sticks Muscle Oil wide reputation. 


”"Klinker 


MFG. MEG. CO” 





9200-9210 Buckeye Rd., Cleveland, Ohio 
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MEMO 


to Discriminating Perfumers 


You, who know the profit and reputation 


‘that result from offering only the highest 


quality preparations, will immediately recog- 


| nize and appreciate the remarkable merit of 


L LAVENDER 
ALTITUDE 


lt costs more than inferior 


oils; —it’s real Lavender. 


Selected from the finest producing regions, 


representing the highest standard in quality, 


odor, uniformity. 


“YE Ofbefte Sffence Diftilters” 
W.J. BUSH «CO. 


INCORPORATED 


NEW YORK, N. Y. 


LONDON MITCHAM 
MESSINA GRASSE 












POWDERED CASTILE SOAP 


e 
POWDERED NEUTRAL SOAP 


= 
SHAMPOOS (Liquid Only) 
COCONUT ¢ OLIVE OIL © CASTILE 
Specially prepared for repackaging 
CLARITY ASSURED 


Send for price list and samples 


KRANICH soar COMPANY, INC. 


54-60 RICHARDS STREET BROOKLYN, NEW YORK 


















AMBERGRIS a 
SYNTHETIC 


L U M Pp S$ @ A product that has met with universal approval by practically all perfumers who 


have experimented with it. q Ambergris Synthetic Lumps have the unique property of overcoming the 


earthy odor often present in raw materials used in face powders and allied products. § Write us for information how 
to prefix your face powder to overcome the above objectionable feature and to improve the perfume value of your 


product at a slight additional cost PRODUCT OF P. R. DREYER INC. 


e METHYL ¥ 
NAPHTHYL 
K E T O N E @ of absolute purity A basic aromatic chemical found to be most use- 


for imparting a desirable orange blossom odor. q Pa us for quotations and also for informa- 
tion on other Vanillin Fabrik products. PRODUCT VANILLIN FABRIK 
1 2 EAST 12th STREET ’ NEW YORK 
LOS ANGELES, CALIF. NEW ORLEANS, LA. ST. LOUIS, MO. HOUSTON, TEXAS 
SAN FRANCISCO, CALIF CHICAGO, ILL. CINCINNATI, O. DES MOINES, IA. 
KANSAS CITY, MO. DETROIT, MICH. BALTIMORE, MD. PHILADELPHIA, PA. 
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HEA DQUARTER S F OR 


LU A 


(EMULSIFIERS FOR SOAPLESS, NEUTRAL AND ACID EMULSIONS) 


As preservatives for cosmetics we offer the esters of para- 
hydroxybenzoic acid. Our TEGOSEPT M (the methyl ester) 
is recommended for gum and quince lotions and all grease- 
less products. Our TEGOSEPT P (the propyl ester) is 
best suited for creams and all preparations containing oils. 


*TEGIN —an all-vegetable neutral wax, for making oil- 
in-water greaseless creams, lotions, ointments. Also for 


modern soapless creams (no saponification necessary). 


Write today for descriptive folder giving detailed uses of 
these excellent products. 


*TEGIN P—a chemically pure wax-like base. Pro- 


duces liquid or cream emulsions of the oil-in-water type. 
Y i fl 1 
Also a preferred base for brushless shaving creams. ne ' OLDSCHMID | Corp. 


*PROTEGIN ‘*X°?—(A Cholesterin Absorption Base). ak Me Pee 6 ee Se a fe ee ey eh ee eS 





Contains cholesterols without objection features of lan- 





olin. Odorless. Used as the emulsifying agent in all 245 Union Blvd., St. Louis © 2260 East 15th Street, Los Angeles 
; 325 W. Huron Street, Chicago @ 80 Boylston Street, Boston 
creams and ointments calling for cholesterin and lanolin. 64 Wellington Street West, Toronto 
SNOWFLAKE BEESWAX (yor 
and filtered 
=> 





THE finest beeswax, bleached to snowy whiteness and 100% pure..... 
The ideal base for really fine creams. Samples and quotations on request. 


E- Ae BROMUND 0. 258 BROADWAY, NEW YORK 


Beeswax Bleacheries and Refineries in Morris County, N. J. 
BLEACHERS AND REFINERS OF BEESWAX BSTAP?TLA SHS DP 3 OaG 
neeuieiameiiin 


FRANK B. TRACY, 201 N. Wells Bldg., Chicago, Ill. C. L. IORNS, 619 Clark Ave., St. Louis, Mo. R. PELTZ CO., 112 S. 16th St., Phila., Pa. 
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PK. SHIPKOFF & CO. 


Kazanlik * 


Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches in principal cities) 





1840 


ESTABLISHED 


Bulgaria 


OTTO" ROSE 





daLVYOdYOONI 
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SHIPKOFF'’S OTTO of ROSE e 


¢ Own Distillation . . . is always uniform 


and of one quality only ... the BEST 


Distributing depots: @® NEW YORK e LONDON 


PARIS * GRASSE 


* HAMBURG 





BEESWAX 





..-. at our expense! 


PROVE the superiority of this 100% Pure 


White Beeswax. Numerous leading makers of fine 
creams and cosmetics have standardized on 
WHB Super-Bleached 100% Pure White Beeswax 

. they have found it the perfect ingredient for 
perfect creams ... creams that retain their enviable 
whiteness and velvety texture .. . creams that never 
disappoint consumers. 


These firms also find it economical to use WHB 
Beeswax. It takes less to do the job well! 


Send today for a complimentary sample box for 
comparison and experimental purposes. It is yours 
for the asking! 


The W. H. Bowdlear Co. 


SYRACUSE e NEW YORK 


Branch Offices: 


CHICAGO: Riviera Products Co., 215 W. Ohio St. 
BROOKLYN: L. A. Barber, 74 S. Portland Ave. 
DETROIT: J. L. Matthieu Sons, 1383 Cadillac Blvd. 


HEADQUARTERS FOR ALL KINDS 
OF WAX FOR COSMETICS 
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Les PARFUMS 
de FRANCE 


The only publication edited in 
the World Center of the Floral 
production. Luxuriously edited 
and illustrated; published with 
English translation. 


Supplies all the news relating to: 


—cultivation of plants used in 
perfumery; selections, new 
types, hybrids; crop reports... 


—methods of obtaining natural 
perfumes, essential oils, their 
isolates, etc... . 


—findings of our research staffs 
in Grasse and Paris; studies of 
raw materials; new methods of 
analysis; new ways of detecting 
frauds... 


—suggestions for compounding 
floral or bouquet odors; work- 
ing of formulae, etc... . 


Subscription rate: 100 Francs 


Les Parfums de France 


51, Avenue Victor-Emmanuel III 


PARIS (8°) 


elhceeeemaes ia aati 7 
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Modernize 


your cosmetics and toilet prep- 
arations and increase their 
effectiveness and sales appeal 





Intramine C. Improves ordinary 
soap shampoos: stabilizes them — in- 
creases their cleansing qualities — 
makes them more efficient when used 
with hard water. Stabilizes bath oils 
—increases odor value of perfumes 
used. 


Intramine §. Stabilizes oil sham- 
poos — prevents eventual development 
of obnoxious odors—increases cleans- 
ing properties. 


Intramine DX. For soapless, foam- 
ing dentifrices. Increases cleansing 
action—cuts down deposition of tartar 
on gums and teeth—makes flavor last 
longer. 


Intramine P.C. Increases _pentrat- 
ing and detergent properties of cos- 
metic creams and beard-softening 
properties of shaving creams. 


Offered without restrictions 
Send for Laboratory Data on 
applications of Intramine in 
which you are interested. 


VAN DYK & CO. | 


Incorporated 1904 
Pioneer American Manufacturers of 


AROMATICS | 


Reneutive, Oilices aed: Werke: 


57 Wilkinson Ave., Jersey City, N. J. 









SCHMOLLER « BOMPARD S.A. 


DISTILLERS & EXPORTERS 
GRASSE, FRANCE ESTABLISHED 1880 


ROSE de MAI ABSOLUTE presses soue sei 


answer to the present dominant trend for quality compositions which have elusive delicacy. Movie stars, society 
headliners, stylists—leaders in every field—are announcing their preference for perfumes that have elusive delicacy 
. a light, indefinable odor . . . a haunting note. This trend has caused an increasing demand from discriminating 


and foresighted firms for ROSE de MAI ABSOLUTE. Ask for a working sample now. 


No less important are these strictly quality products @ - 
P ) ) 


¢ LAVENDER ® GERANIUM AFRICAN *® PATCHOULI ® ORANGE ¢ TUBEROSE ® 


Quotations and samples submitted by our Sole Agents & Distributors for the U.S. A. and Canada 


FLORASYNTH LABORATORIES, inc. 


LOS ANGELES CHICAGO SAN FRANCISCO 
Pacific Coast Headquarters 605 W. Washington Blvd. i 
4665 Hollywood Blvd. vr . Soe rere Ee, 
DALLAS MONTREAL TORONTO 
2622 Throckmorton St. 445 St. Francois Xavier St. 11 King St. W. 


* JUST PUBLISHED 


» «+ ANEW BOOK ON 


Joseph L. Stummer, 8s:..0. || FLAVORS and ESSENCES 


By M. H. GAZAN 


MANUFACTURING AND 
This new-type formula book gives you brand-new formulas, 


CONSULTING CHEMIST most of which have never been published before. Every formula 
has been carefully tested. Every product is highly concentrated, 
very soluble, and may be kept for several years without change 
or deterioration. Except for a few, no equipment is required. 
And even those few may be prepared without equipment if 


Consultant to the desired. All raw materials are obtainable in the open market. 


Cosmetic Industry Every formula may be used freely by every purchaser of 


the book. The formulas are so new and so valuable as to offer 
a real commercial advantage. They combine richness of flavor, 
strength, permanence, and low cost. They include fruit flavors 
and essences for the manufacturer of confectionery, syrups, 
mineral waters, ice creams, custard powders, etc.—Fruit ethers 
for boiled goods and sweets—Wine flavors for distillers, confec- 
tioners, etc.—Oil compounds, herbal and other extracts. The 
complete index and valuable tables enable any reader to pro- 
duce the essences without difficulty. 


Send for This Valuable Book TODAY! 
23 East 20th Street, New York City | Cloth—5Y x 8Y%4—IIlustrated—Price $10.00 


Phone: ALgonquin 4-9895 
ROBBINS PERFUMER COMPANT, Ine. 


9 EAST 38TH STREET - - - - = NEW YORK 
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BLEACHING WITHOUT CHEMICALS 


We have had 80 years’ experience in this method of bleach- 


I HIS is a photograph of our beeswax fac- 
ing beeswax by the sun. It excels all other methods. It 

, It shows the large and numerous bleaching racks . . . 
eeey 7 umerous blea ae does not bring the beeswax in contact with any chemicals. 
where—during the summer months—the beeswax lays in It results in a pure beeswax of high quality, especially 


the open air and bleaches in the sunlight. suitable for cosmetics. 


kK SUN-BLEACHED AND YELLOW BEESWAX e 


OSTER KEUNEN 


SAYVILLE (LONG ISLAND) NEW YORK 


In the Middle West: Walter H. Jelly & Co. Inc., 412-420 N. Western Avenue, Chicago, Ill. 








No LOSS FROM TABORATORY TO ‘HER’ 


eereeeneey of perfume fixation is just one of the developments in the annals of 


CYCL \AMAI AGFA Laboratories . . . the birthplace of leading perfume odors. 
J AMAL, 
athens AGFA recognizes the importance of odor as a selling agent... the importance of 
f ¢ , . - e * . * 
VERT DE ROE odor in creating the right initial impression... for the mind unlearns with difficulty what 
EMUSCAI - has been first impressed upon it. 
TURKOL AGFA has always been the Mecca to which manufacturers, large and small, troop 


ETC, 


with perfume problems. AGFA has always been in the forefront in the development of 


new aromatics. 
Have you tried the new FACE POWDER BASE Z? 


Absolutely odorless, marvelous slip, adherence and cov cring power. 
y J fk f 


GENERAL DRUG COMPANY 


170 Varick Street « New York City 1220 W. Madison St. « Chicago 907 Elliott Street « Windsor, Ont. 


Aromatics 
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ESSENTIAL OILS! 


we have been supplying the 
careful buyer 


for three score years: 


om Bay 
Bois de Rose Brazilian 
Cassia Redistilled U.S.P. 
Cananga Rectified 
Geranium African 


Geranium Bourbon 
L Itali Just send us a sample of any of your prod- 

emon italian ucts that do not satisfy you as to clarity and 
' brilliance. We will filter it here in our labora- 
Orange Italian tories and return it to you with our recommen- 
dations (based on 15 years’ experience) as to the 


Peppermint Natural most efficient and economical way to solve 
YOUR particular filtering job. 


Peppermint Redistilled Vo obligations, of course. 


. ALSOP ENGINEERING CORP. 


MILLDALE CONN, 
Vanilla Beans 





We carry complete stocks of the various 

qualities, and will be happy to submit COLLOIDAL KAOLIN EXTRA WHITE 

samples and quotations at your request. for Powders, Dental Creams, Fine 
Soaps. 


Tonka Beans COLLOIDAL KAOLIN for SUSPENSIONS 


kee a3, makes gelatines, suspensions, 
We cordially invite your inquiries. emulsions. 


COLLOIDAL SILICA (Si0-) 


60 gm. make 1000 cc. 


COLLOIDAL ALUMINIUM HYDROXIDE 


and other white bodies: 


Silicic Acid, Tale extra, Alumin- 
ium - Sodium - Silicate, Strontium 
Carbonate and Sulfate, Silicates 
of Aluminium, Calcium, Magne- 
sium, Gelatines of Aluminium, Ba- 
rium, Silicic Acid. 


ARTHUR A. STILWELL & CO. MANUFACTURER: GIGNOUX & ¢o., LYON (FRANCE) 


INCORPORATED Please address all inquiries to the agent: 


- IMPORTERS : EXPORTERS - MANUFACTURERS - 


601 W. 26th ST. 350N. CLARKST.}J . A U GUSTIN 
NEW YORK CHICAGO GABRIELENSTR. 4 
“4N UNIMPAIRED RECORD SINCE 1878” | MUNCHEN (GERMANY) 
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pocorn 
modernized packages will not sell 


( antique ) 
FACE — 
The Modern and up-to-date POWDER 


Face Powder employs C (airy Fw) 


“COTTRELL PROCESS” TALC 


Sole Distributors: 


Whittaker, Clark & Daniels, Inc. 


260 West Broadway 
New York City 


kb h PREPARE for BIGGER PRODUCTION in 1937 
4} 4 JS f c at minimum cost.... with FMC equipment 
4 Pfaudler glass-lined TANKS, agitated, 100 to 1000 
gals. Stokes 2C piston FILLER, Colton No. 4 worm 
vl A ke F Le FILLER, Colton No. 2 CLOSER & CLIPPER, Col- 
ton 6C and No. 14 Fully AUTOMATIC FILLERS, 


CLOSERS, AND CLIPPERS. (for tubes). 


10 Kiefer, Pneumatic Scale, Alsop, Fowler, International 
P 


vacuum and gravity FILLERS. 


press, it is absolutely necessary that a $ Day 2% to 40 gallon PONY MIXERS. 


first-class engraving be used, whether 6 W & P, Day, Read, Triumph, double arm jacketed 


it be hand-cut or etched. Steel engrav- and plain MIXERS. 





To produce a clean product on the 


ings are better than any other kind for 6 Stokes and Colton single punch and rotary TABLET 
Label purposes. They stay sharp longer MACHINES, 2” to 2”. 
and give cleaner impressions; the type 8 Day, Ross, and Sprout-Waldron SIFTERS & 
that makes you sit up and take notice. MIXERS, 5 to 4000 Ibs. 


: Ss 20 Williams, Mead, Schutz-O’Neil, Jaybee, Straub, Hance 
Our  specially-developed process _ of Drug, & Abbe Eng., MILLS. 


steel-engraving insures the finest re- 3 Rotex, Coombs gyratory and Day Hunter Rapid- 
sults, both in line work and half-tone. SIFTERS. Coating and polishing PANS, 18” to 36”. 

* We produce a clean engraving that 4 MISCELLANEOUS: Colton suppository press, powder 
guarantees a clean label. Let us show fillers, granular mixers, vacuum stills, copper and 
you on your next label. aluminum kettles, filters, filter presses, dryers. 


‘Only one can be FIRST” Cable address “‘EFFEMCY” 


¥ C v E L L 0 & B R 0 3. **See First first’’ 


552 FAIRFIELD AVENUE, BRIDGEPORT, CONN. | Bi arzy) Machinery Corp. pigs gee 
LABELS e Paper e Foil e Metal e SEALS | 


We purchase your surplus equipment” 
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Now ready— 


Partial list of 
subjects covered 


Acne and Facial Blemishes 
Astringents 

Baldness 

Bleach 

Clays 

Cleansing Lotions 

Cold Cream 

Corns, Calluses, and Warts 
Depilatory 

Eye Preparations 

Face Powder and Rouge 
Hair Dyeing 

Head and Body Lice 

Lip Preparations 

Nail Preparations 

Oral Preparations 
Permanent-wave Preparations 
Deodorants 

Poison Ivy 


Reducing Agents: Action on the 


Skin 
Ringworm 
Shaving 
Sunburn and Sun Tan 
Tissue Cream 
Vanishing Creams 
Vitamins and Hormones 
Cosmetic Colors 
Outline of Perfumery 
Weights and Measures 


the first book to give you 


action and purpose 


in dermato-cosmetics 
of 450 official and unofficial 
drugs and chemicals 


COSMETIC 
DERMATOLOGY 


By Herman Goopman, M. D. 
With a foreword by S. L. MayHam 
Editor, The American Perfumer 
591 pages, 6x 9, $6.50 


This book gives you: 


and therapeutics (other than perfumery). Name, action and purpose in 
dermato-cosmetics, synonyms, common trade names, source, physical char- 
acteristics, solubilities, incompatibilities, etc. 


] Dictionary of Ingredients. 260 official, 190 unofficial drugs used in cosmetics 


Cosmetic Dermatology from 
acne to vitamins and _hor- 
mones. Frankly discusses 
the problems and _ special 
features of the topics to- —fully 
gether with definite sugges- ; 
tions for improvement. 


2 54 chapters covering field of 
ponies 


—delimits non-medical from med- 
ical functions 


indexed and cross-refer- 
enced 


s ; —more than a recipe book; gives 
Formulary of more than 


— 
1200 cosmetic preparations. 
Prepared and _ shelf-tested 
under the author’s  super- 
vision. Distinguished by ra- 
tional physiology, consistent 
chemistry, usefulness, and 
appearance. 


the what, why, and how of bet- 
ter cosmetic preparation 


dispels the notion that formulas 
found in print are “no good” 


Examine this new book 10 days on approval 


See SS SS SS SS SSS CES FS SCS SPS CTE ES SE Be ee eee eee 
SEND THIS COUPON 
Book Department, Robbins Perfumer Co., Inc., 9 East 38th St., N. Y. C. 


Send me Goodman's Cosmetic Dermatology for 10 days’ examination on approval. In 10 days I will send 
$6.50, plus a few cents for postage, or return book postpaid. (We pay postage on orders accompanied 
by remittance.) 


Name 
Address 


City and State Company... 


(Books sent on approval in U. S and Canada only.) 
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QUALITY * QUALITY + QUALITY | 
e | 
THE ABONITA LINE 
a 32 Years of Quality Service to the | 
Manufacturing Trade 


SPECIALIZING IN 


HAND-MADE 
ROUGES 


TRULY INDELIBLE 
LIP STICKS 
PERFECT 
CREME ROUGE, EYEBROW 
PENCILS, COSMETIQUE (Mascara) 
QUALITY 


Here ceo 


” 


easily perfumed— 


HIS original oxycholesterin base 

has attained and maintained an 

enviable position of leadership. It 

FACE POWDER, bulk or packaged. combines readily with petrolatum, 
Tap-it-pac Loose Powder Vanities ; . ‘ 7 

Eye-Shadows dilute acids and alkalies without 

change, and will not turn rancid. 


eer pce 


* 
SPECIAL FORMULA WORK INVITED. 
PUREST INGREDIENTS OF FINEST QUALITY 
EVERY PRODUCT FULLY GUARANTEED 


ABONITA Pfaltz & Bauer. Inc. 


C OMPA et | “" EMPIRE STATE BUILDING, NEW YORK 
24 to 30 So. Clinton St. Perfume Oil Department 
° CHICAGO, ILL. 


Particulars and sample on request 


QUALITY QUALITY 





EQUIPMENT IN STOCK 


COSMETIC COLORS |) tz, 2: teeta: Stpmene 
I1—Peerless Air Conditioner-Air Washer. 


I—Stokes full automatic Tube Filler, Closer and 


of UNQUESTIONED | Clipper. 


t 2—Stokes & Smith Powder Fillers, motor driven. 
SUITA BILIT Y I—Kiefer 6 spout Vacuum Filler. 


f I—Kiefer 5 spout Tray Filler with conveyor. 
or 9—6 and 8 spout Siphon type Fillers. 


LIPSTICKS I—U. S. 12” Drum Filter. 


4—Alsop internal pressure Filters. 


ROUGES 2—Scientific 16” two disc Filters. 


2—Colton worm type Tube Filling Machines. 


FACE POWDERS | I—Stokes rotary gear Tube Filler, motor drive. 


5—Hand operated piston type Tube Filling Machines. 


LIP POMADES 5—Collapsible tube Closing Machines. 


5—Day Rapid Sifters No. | to 3 belt and motor drive. 


| i—Day Rotex Sifter 20 x 43”. 
EYE SHADOWS 1—Combs Gyratory Sifter with motor. 
x ~ I—Nordyke Marmon 20 x 84” Bolter. 
COMPACTS 2—16” and 20” Schutz-O'Neill Pulverizers 
4—Hobart 3-speed Mixers, 80, 30 and 8 qt. 
Our Cosmetic Research Laboratory Is Well Equipped Salinas hema ne sated A ag 
lo Cope With Your Color Problems. I—100 Ib. Day Mixer and Sifter. 
2—U. S. rotary Bottle Rinsers. 
I—Elyria 300 gal. glass-lined jacketed agitated Kettle. 
I—Stokes Eureka Tablet Machine. 
6—Galvanized Percolators—I0 to 75 gal. 
50—Copper steam jacketed Kettles, 20-250 gal. capac- 


aw AY bac Ue ps en Io 1SAlimina "seam lecketed” Kets, 30-100 gl 


a. fe) A complete line of used, rebuilt and guaranteed 
Process Equipment. Send us your inquiry. 


iat anda Merhcnn Drives oe Scout Wanted: IDLE EQUIPMENT—Send us your list 


aS 3 and La ra 


ORLaLE wd + wis ISI AND NEN a N. % LOEB EQUIPMENT SUPPLY co. 
nea sen porta? G16 W. Lake St. (Tel. Monroe 5602) Chicago, Ill. 
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MR. ALEXANDER SAYS: 


ows since ae business the CARLOVA way | 


He discovered that he 
and t sib doe s > by 


can do a big and profitable business 


sending us his containers and labe 

What a relief,” he says! “No more 
about uniform quality, about constant 
And no more spoilage since the 
of Mr. A. Alexander 


cosmetics 


worries 
experiments to 
products are prepared under the 
Vision 


es his entire energy to selling. 
orders he gets he ows his private label products are 
consumer satisfaction. 


And from the repes 
giving the utmost 


(St. Le Mo.; 
scale pure aia 
attractive prices 


Our two plants 
low freight rates. Our large 
filer him extremely 


Let Mr. A. Alexander quote you 


Binghamton, N. Y.) assure him o 
and production methods 


either our formulas or yours. 


PERFUMES : TOILET WATERS 
BRILLIANTINE : NAIL POLISH 
HAIR TONIC TALCUM 


: ALL TYPES OF CREAMS 
: ALL TYPES OF LOTIONS 
ALL TYPES OF POWDERS 


CARLOVA INC. OO oes 


NEW YORK 





hl NO 
SES for 


_. recognized standard of qual- 
ity in the cosmetic industry is, and 
ITALIAN TALC. 


always has been, 


Users of tale throughout the world know that the 
natural rockstone found in Italy produces a super- 
fine product. Besides having an unusual silky tex- 


ure, it has all the features that are most desired. 


There is mo substitute for ITALIAN TALC. 


CHARLES MATHIEU 
PR eceee ere 8 BA Tt SE 8 
Exclusive representatives of the Italian Producers 


120 LIBERTY ST., NEW YORK, N. Y. 


about production, 
keep formulas up-to-date!" 
direct super- | 


enable us to | 








WHEN YOU BUY 
OIL of BERGAMOT 


be sure to ask for the original packages. 
They are a guarantee . . . for all coppers 
and cases are clearly marked for easy 
identification. By Law all the bergamot 
production in Italy has to be derosited in 


its warehouse and thus marked. 


For Particulars write 


CONSORZIO PROVINCIALE AGRUMICULTURA 


SEZIONE BERGAMOTTO 


REGGIO CALABRIA, ITALY 





COLLAPSIBLE TUBES 
CORK TOPS 
SPRINKLER TOPS 
DOSE CAPS 
SHEET METAL GOODS 


ESTABLISHED 1858 


CONSOLIDATED 


FRUIT JAR CO. 


NEW BRUNSWICK, N. J. 
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EQUIPMENT 


OL OR =a 


Take advantage of the unusual ** hard-to-find” 


. E T U S S O L V E equipment listed below! 
1—Stokes No. 2C piston type Tube Filler, motor driven. 
I—Stokes No. 2B pressure type Tube Filler, motor driven. 
y UR che BLE M a 1—U. S. Bottlers Combination No. 4 Unit, consisting of Filter with 
pump and motor and 6 spout Syphon Bottle Filler. 
1—Karl Kiefer Diacell Filter, complete with Packer. 
A NIL IN £ C O L O ® S 3—Paul O. Abbe No. 3 Eureka Jar Mills. 
1—Day 12” Ointment Mill, motor driven. 
3—Pfaudler 150 gallon tilting type Glass Lined rouge and powder 


Mixers, with double motion agitators. 
For Perfumes, Soaps, Shampoos, 12—Pfaudler and Glascote 20 to 75 gallon Glass Lined Tanks. 
Bath Salts Toilet Pre aration Com- 1—World Improved, Model S, Labeling Machine. 
p 
pounds Nail Polish Waveset and 4—Day 50, 200, and 2000 Ibs. Dry Powder Mixers and Sifters, 
° ' 


motor driven. 


Permanent Wave Lotions. wae Rng Robinson 100 and 600 Ib. Dry Powder Mixers and 


4—Day 800 lb. Dry Powder Mixer, steam jacketed. 
COSMETIC COL ORS I—Day 40 gallon Pony Mixer, motor driven, with enameled cans. 
1—Day 4 speed Gem Cream Mixer, motor driven. 
P ¥ 1—Karl Kiefer 100 gallon re-circulating Percolator with pump 
For Rouges, Face Powder, Lipsticks. and motor. 
1—Rotex Sifter, 20 x 48”, motor driven. 
3—Colton No. 2B Tablet Machines, up to 1” dia. 


CARMINE No. 40 1—Stokes H Tablet Machine, up to 2” dia. 


1—Theo. Walter 3’ dia. Copper Vacuum Pan with catch-all and 


| condenser. 
SAPONINE - * 2—Stokes, Kiefer & Goldman 72 and 80 spout Bottle Washers, 


motor driven. 
1—Colton No. 14 Automatic Tube Filling and Closing machine. 
—the Perfect Foam Producer 1—Stokes No. 90C Automatic Tube Filling and Closing 


machine. 


Also a complete stock of Kettles, Mixers, Filters, Pumps, etc., etc. 


We also carry a full line of 


CERTIFIED FOOD COLORS 


“We buy from single items to complete plants.” 


STEIN-BRILL CORP. 
LEEBEN CHEMICAL CO., Inc. Agent for George G. Rodgers Co. 


Successors to H. LIEBER & CO.., Inc. 187 Varick Street New York, N. Y. 
389 Washington St., New York, Tel.: WAlker 5-0210-021 1 ee ee ee 


Li. iT A] 
a ‘a: 


BOXES P=WSTS 


PAPER 


2516 ATLANTIC AVE. 
BROOKLYN.N. Y. 


PY 2 


ial Niece oan ren l tl 
DICKENS 6-8540 


IMPORTANT! All SHERWOOD products are 
made UP to the highest standards ALWAYS, 
for manufacturers who feel that only the BEST 


is gcod enough for their own products. Your 
inquiry is invited. 


® KREMOL 


The ideal white oil for cosmetics. 


® SHEROLATUM 


The improved petrolatum, all 
grades. 


@® BRILLIANTINES 


Wide range of colors and per- 
fumes, 


@® MEDICOL 


Liquid Petrolatum, U.S.P. — all 
grades. 


CLEANSING CREAM BASES 
CERESINES e BATH OILS 
OIL SHAMPOOS 


SHERWOOD 


PETROLEUM COMPANY, INC. 
Main Office. BUSH TERMINAL, BROOKLYN, N. Y. 


(Re finery—W arren, Pa.) Stocks carried in principal cities. 


PPA eee 


‘J19V0N3Id30 40 


O08 eT sy 


NOILONILSIa /° 


ALITWND INIAYVANNA 


PEPa A e-h aiky 
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BE 


T. L. BRAND -« 


ES WA X 


PURE WHITE 


Extra Quality . .. U.S. P. and 100% Pure 


OVER 85 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES — ESTABLISHED 1852 


THEODOR LEONHARD WAX CO.., Inc. 


n Distributor 


REBUILT EQUIPMENT 


HALEDON, PATERSON, N. J. 


SHerw 4 2-1444 
219 E. North Water St 


Long Distance Telephone 


A. C. DRURY & Co., In Chicago, Ill. 


CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 





| Business Opportunities, $1.00 per line per insertion; Situ- 


PARTIAL LIST 


2—Colton No. 3 Comb, 
Machines, motor driven. 

I—Stokes gear type, motor driven Tube Filler. 

i—Urie Universal piston type Tube or Jar Filler. 

i—Colton No. 2 Comb. Tube Closer and Clipper. 

2—Colton No. 2-B single punch Tablet Machines. 

i—Stokes ‘'Eureka"’ hand Tablet Machines, up to '/2”. 

2—Stokes Rotary ''D'' 16 punch Tablet Machines. 

Dry Powder Mixers, several with sifters, lab. size to 4000 Ib. 
capacity. 

5—Pony Mixers, Day and Ross make, 8 and |5 gals. 

5—Ermold and World semi-automatic Labelers. 

3—McDonald ‘'Weeks'' type Automatic Labelers. 

I—U. S. Bottlers 22-spout, monel fitted Rotary Vacuum Bottle Filler. 

1—Pneumatic Scale Samco Jr. 6-spout Bottle Filler. 

i—Portable Bottle Filler, 3-spout handle, pump and motor. 

I—Lilliput Label Gummer, motor driven. 

I—U. S. Bottlers No. 3-Disc Filter, five plates, 12” dia. 

I—National auger Powder Filler and Weigher. 

I—American scale Powder Filler and Weigher. 

I—Ferguson ‘'Packomatic'’ Powder Filler, Weigher and Carton 


Sealer. 
2—100 gal. Pfaudler Jacketed closed Glass Lined Kettles, ONE 
ONE 


Tube Filling, Closing and Clipping 


NEVER USED. 
2—200 gal. Pfaudier Jacketed closed Glass 
NEVER USED. 


Lined Kettles, 


MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Pulverizers, 
Grinders, Sifters, Screens, Colloid Mills, Filters, Filter Presses, 
Coating Pans, Tanks, Stills, Agitators, Pumps, Boilers, etc. 
Send for complete bulletin. 

SEND US A 


WHAT HAVE YOU FOR SALE? LIST. 


Consolidated Products Company, inc. 
14-15 Park Row < New York, N. Y. 


| of illness. 





Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 


ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 
THE AMERICAN PERFUMER, 9 East 38th St., New York 


BUSINESS OPPORTUNITIES 


FOR SALE FOR CASH—Cosmetic Treatment Line manufacturing 
business—Complete 50 articles. High class, attractive packages, 
satisfactory prices established. Owners desire to retire on account 
Address B. O. No. 2243, The American Perfumer. 


PERFUMER—SALESMAN—acquainted department store needs, 


| desires to purchase complete or part interest in established firm. 


Address B. O. No. 2246, The American Perfumer. 


TIONS WANTED 


SITUAT 


| DRUG AND COSMETIC SALESMAN—Ph.G.; several years’ ex- 


perience calling on Drug & Cosmetic Stores throughout New York 
and New England. Will go anywhere. Address S. W. No. 2244, 
The American Perfumer. 


COMPETENT CHEMIST with ten years’ experience seeks posi- 
tion anywhere. Address S. W. No. 2245, The American Perfumer. 


HELP WANTED 


SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 





OUTSTANDING EXCELLENCE 


... That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 
are, consult us. Our expert advice will 
prove of great value to you. 


CHLOROPHYLL e SAPONINE 


INTERSTATE COLOR CO.» 


3 BEEKMAN 


STREET, 


NEW YORK 
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HESE are only afew popular items from our varied line of standard 
and novelty bottles for perfume and toilet preparations. 


Tear out this ad 


and indicate IN HH YOR Fine hand 
with check mark / WN made vials. 
those items a : ON, ae ae 
you're interested aN wy \u/ Nor S fume  stop- 
in and we'll send | ala , ANSI | . with 


rod 
samples. Or tell supply 


; P No 33: ‘o xes to 
ee ere No, 353—For PER Perfume, et 
ments and we'll No. 107—Bridge No. 23—In 1, 2 and 4 No. 105 — DOLL FUME. With ivory Ivory cap, with 
quote prices. Favor With or dram sizes, with black BOTTLE With cap; glass applicator glass applicator 
» without box and or ivory caps Boxes or without box brush or plain. Boxes brush, or plain 
Write today! cork if wanted and cork. if wanted. Boxes if wanted 


qGLAss PRODUCTS CO... GLASSWARE VineELAnD, NEW JERSEY 


New York: L. A. Barber, 74 S. Portland Ave., Brooklyn, N. Y Atlanta, Ga.: Warren M. Curry, 2895 Peachtree St Chicago, Ill.: E. Marx & Co., 308 Washington St. 


ERTEL PORTABLE 
VACUUM BOTTLE FILLER 


Pure 

Dependable 

Uniform MAGNESIUM 
QUALITY 

STEARATE OF MAGNESIUM 


Light, Great Adhesiveness. Pure White. Im- 
measurable Fineness. Heavy if desired. Dusts 
out under the puff like the finest pollen. Made 
to satisfy most exacting requirements. 


STEARATE OF ZINC 
Odorless, Impalpable. Pure White. Water Re- 
sisting. Great Adhesiveness. Light or Heavy as 


desired. Highest standard of Purity and Uni- 


formity. 
Here's an item designed to help bring you prosperity in 1937. , 7 


It was made with a knowledge of perfume and toiletry problems We manufacture the foregoing on a large scale. Prompt 
+ + + to cut costs and add speed to bottle filling. deliveries in any quantity from one barrel to a carload. 
Can be moved anywhere about the plant where there's an electric STOCKS CARRIED: Chicago, St. Louis, San Francisco, 


socket. Saves ordinary loss from leakage. No drip. Automatic Los Angeles, Kansas City, Mo., Des Moines, New Orleans 
overflow. Easy to operate. Fast. . 


ERTEL corroration 


Dept. F, 120 E. 16th St. ¢ New York, N. Y. 


Telephone SUnset 6-1337-1338 





53-33rd Street; Brooklyn, N.Y 


Giese’s Filter Papers are the Best! 





Heavy Linen Fibre Filler Paper for Rapid Filtration 
of Large Quantities—Very Strong 
PACKED AS FOLLOWS: 
13 inch, 55 Ib. Bales 20 inch, 110 Ib. Bales 
15 inch, 55 lb. Bales 24 inch, 55 lb. Bales 


18 inch, 55 lb. Bales 26 inch, 55 lb. Bales 
32 inch, 55 lb. Bales 


Also folded—packed in cartons 


Free illustrated leaflet on request 


Sits of Fler Pawer AUGUST GIESE & SON, 121 E. 24th St., N. Y. C. Folded Paper 
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An old established product 


worthy of your trial. 


A desirable adjunct to your 
present compositions 


whether Floral or Bouquet. 
Also excellent for use 


alone, in creams especially. 


TRIAL OUNCE 50c 


BELMA Yine. 


BLENDERS OF ODORS TOTHE 
TRADE FOR MANY YEARS 


243 W. 17th St. New York City 





In Brazil— 


BRASIL % 
PERFUMISTA 


—is the only publication 
devoted exclusively to the 
Toilet Goods, Perfume 
and Cosmetic Industry in 
Brazil. 


Official Organ for the 
Association of Brazilian 
Perfumers. 


Gel 
© 


GG Go Go Go Gol Gh Go Go Ge 


Circulates in all South 
American Republics. 


Send for schedule of 
advertising rates and 
sample copy. 


at 
Caixa Postal 2894 
Rio De Janeiro, Brazil 


COSA SAE! 




















MODEL: S: IMPROVED 
WORLD 
Noe 


The most flexible labeling machine. Easily 
equipped for labeling any size bottle or 
jar. Many exclusive mechanical features, 
developed by manufacturing experience 
of more than thirty-five years. 


Economic Machinery Company 
| WORCESTER, MASS. 


Makers of complete line of automatic 
and semi-automatic labelers. 


AT THE BISMARCK 
VW 


Ideally situated in Chicago. Cheerful, unobtrusive 
service and guest rooms that offer the ultimate in 
excellent living. Famous dance orchestras and 
sparkling floor shows await you in the beautiful 
Walnut Room. 


Rooms with bath, 
up. 
Rooms without 
bath, $2.50 up. 


: B. 
i § i at ‘i ‘¢ oa 


eae oH € ai g 
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Always light in color, sweet in odor, and smooth in texture. 
Repeat orders of our Lanolin bring you the same fine 
quality that you received upon your initial requirement. 


Specify NIMCO and put uniform quality in your product. 
A U.S.P. PRODUCT 


Write for samples on your business letterhead. 


N. 1. MALMSTROM & CO. 


147 LOMBARDY STREET, BROOKLYN, N. Y. 





EXCLUSIVE = 
PRIVATE LABEL 
COSMETICS 


Establish your own private 
label cosmetics by taking ad- 


vantage of Solo’s merchandis- 


SF f) ing idea service which is offered 
ay free of charge to SOLO clients. 


~) BUY IN CANADA. FOR YOUR || America’s finest lipsticks, 
1 CANADIAN TR ADE powders, rouges and _ lotions 
in package or bulk are crea- 
Plain or Lithographed Tubes, of finest 


guilty. Were deny aunal tions of Solo Laboratories. 


Inquiries solicited. 
ALUMINUM SCREW CAPS 
SHAVING STICK BOXES, ETC. 
@ = We Also MOULD BAKELITE AND | | ° 
DUREZ CAPS FOR JARS AND TUBES 


COLLAPSIBLE TUBES | Hoe on my uma 
& CONTAINERS, Ltd. y type of quali 


a | 
TORONTO CANADA SOLO LABORATORIES, INC. 


341 W. Austin Ave. Chicago, Illinois 


FINE PAPER BOXES 


FOR OVER HALF A CENTURY 
EFUGENE K. PLUMLY 


COMPANY 


N. W. COR. JUNIPER & FEDERAL STS., PHILADELPHIA, PA. 


TELL US WHAT YOU WANT 
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waa * SPE ° * 1955 + 1906 + 917 
i> + E920 - EP2Zi * Wee * Tad * Be4 
26 * 9927 - i928 * Bee * ee: ees 
1933 + 1934 + 1935 + 1936 and once again 


GQ flost Prosperous 
1937 


THE NAME “FISCHBECK”’ HAS LONG BEEN IDENTIFIED WITH ESSENTIAL OILS 
THE NAME “SFISCHBECK”’ HAS LONG BEEN IDENTIFIED WITH AROMATIC CHEMICALS 
THE NAME “SFISCHBECK” HAS LONG BEEN IDENTIFIED WITH NATURAL FLOWER OILS 


CHARLES F¥ IGCHBECK Co-INc: § 
 enaenen, a “ NEW YORK ;. 


b ¢ 
BR x £ OO RULE FOLGE wok 2: Ba SRO wOOAIS Wweate AK 





URE 6 SUOR is bs 
NBORTHWESIERN 





Mane by the controlled 


fermentation of dextrose. Has all 
the smooth, bland characteristics 


inherent in a fermentation product. 


ee NOKTHWESIEKN 
CHEMICAL COMPANY 


NCORPORAT ry WAUWATOSA - WISCONSIN 


PHE LARGEST MAKERS OF BUTYRIC ETHER IN THI WORLD 
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SHAMPOO BASES 


in cans—tubs—kegs—bbls. 


COCOANUT OIL BASE 


OLIVE OIL BASE 
BLENDED OIL BASE 
ALL COLORS 


LIQUID SHAMPOOS 


All tybes for the repacking trade 
Specializing in QUALITY SHAMPOOS for 18 years 


CLIFTON CHEMICAL CO., Inc. 


246 FRONT ST., NEW YORK CITY 
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THE TOP. Shoulders must 
be strong to keep the tube 
presentable till it reaches the 

user. Mishandling and hard knocks 

must be endured. Pressure of squeez- 
ing out the product must be withstood. 

Alcoa Aluminum Tubes are built 
with exceptionally strong shoulders. 


Smooth-finished threads are correctly 


formed to make the cap seal tightly. 


THE SIDES. To permit easy 
squeezing, sidewalls must be 
soft and pliable. Yet they 

must be strong enough to confine the 

product safely until it is consumed. 
Annealing makes the sidewalls of 

Alcoa Aluminum Tubes extra-soft and 

yielding, easy to squeeze. Equal thick- 

ness all around makes walls uniformly 


tough, leaves no weak spots. 


2 PARTS STRENGTH 


1 PART PLIABILITY 


THE BOTTOM Sealed end 

must be strong to resist back 

pressure of squeezing. It must 
be tight to prevent leakage of contents 
and to exclude air. 

In the process of crimping, great 
strength is imparted to the sealed end 
of Alcoa Aluminum Tubes. Closure 
clips are unnecessary for obtaining an 


air-tight, leak-proof seal. 


Also, Aleoa Aluminum Tubes are nontoxic, non-contaminating, lightweight. 


Decorations are exceptionally clear and beautiful, appealing to the eye. Alcoa 


Tubes are made in many lengths, from 2% to 10 inches long. Write for full details 


today. ALUMINUM COMPANY OF AMERICA, 2129 Gulf Building, Pittsburgh, Pa. 
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